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WHY NOT CALL IN 
AMERICAN CAN, PAUL? ia 
THEY’RE THE LARGEST 
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MAKERS OF BOTH... 





WE SHOULD PACKAGE 
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METAL OR FIBRE 

















“ 
he way I look at it, the man who has the best perspective is likely 

to have the soundest judgment. American Can has had the widest 
experience in both metal and fibre containers. That’s important to 
us. Then, too, they can be unbiased in their judgment, because 
they make both. Either way we go, we’ll have the benefits of their 


research and their resources. Let’s study the problem with them.” 


AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. 












visiTors to Chicago’s Columbian Exposition of 1893 came 
to marvel at the classic beauty of its architecture. They 
were curious to see if some of the new fangled inventions 
were as wonderful as had been rumored. For diversion they 
wanted to spin from the ground almost to the clouds and 
back again in the first Ferris Wheel. They wanted to see 
Sandow the strong man and his muscles defy the law of 
gravity. They (especially the gentlemen) wanted to look 
at Little Egypt. Only a relatively small number of visitors, 
principally packers of food products, showed more than 
passing interest in a certain exhibit in the French section of 
the Machinery Building. But in that exhibit was displayed 
a closure — the Phoenix Cap — which was to have a far 
reaching effect on the development of the packaging and 
merchandising of food products in glass. For with this 
closure was shown hand and power equipment for applying 
it to glass packages . . . mechanically applied closures being 
almost unknown in the United States at that time. The 
Phoenix Cap had been brought to America by Alfred 
Weissenthanner, son of Achille Weissenthanner of Paris, 
France. The elder Mr. Weissenthanner was a metal cap 
manufacturer, and had developed the Phoenix Cap from 


similar closures then in use in France, England and Ger- 
many. The first patent on a band closure having been 
issued to Charles Maré in 1879. In improving on Maré’s 
closure, Mr. Weissenthanner provided the band with a 
slot and tongue to make it adjustable. He also developed 
the equipment to properly apply the band and to securely 
seat the cap and gasket. In 1894, Reid, Murdoch & Co., 
Chicago, were the first packers to adopt the Phoenix Cap 
for their products. Two years later the first exclusive cap 
company in the United States, the Phoenix Cap Co., was 
formed in New York to manufacture Phoenix Caps. In 
1911 that organization was consolidated with the Hermetic 
Closure Co., to form the Phoenix-Hermetic Co., now the 
Phoenix Metal Cap Co. Thus for forty-four years we 
have been manufacturers of the original band cap which 
made its American debut at the Columbian Exposition of 
1893. The great attractions of that Fair have passed into 
oblivion. The band cap, on the other hand, has won in- 
creased popularity through the years. Now vastly im- 
proved over the closures of Maré and Weissenthanner, and 
known as the Phoenix Compo Cap, it is exhibited on glass 
packages from coast to coast . . . today and every day. 


PHOENIX METAL CAP CO. 


CHICAGO, ILL. 


BROOKLYN, N. Y. 


Branch Offices: Philadelphia, Baltimore, Boston, Cleveland, Cincinnati, St. Louis, San Francisco and Los Angeles. 
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NV ead M onth Some day it must stop 


growing. But that day hasn’t arrived as yet for the All- 
* America Package Competition! In volume of entries, it 

records a 33 per cent jump over last year’s high total and 
DVEKAB in quality of entries—in design, in structure, in the inclu- 
EDSTPEVITION sion of new principles and new processes—the 1939 Compe- 
tition records a year of remarkable progress. 

The March issue of Modern Packaging will permit you 
to judge for yourself how great this advance has been, for 
it will contain a full presentation, in words and pictures of 
all the top award winners and honorable mention packages. 

March Modern Packaging will also contain full advance 
data on the conference sessions and exhibits of the forth- 
coming Packaging Show (to be held at the Hotel 
Astor, New York, N. Y., March 26 to 29, 1940). 
The issue will reach its readers in time to permit 
them to plan their visit to exhibits and confer- 
ence sessions before leaving for the Show. 
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The new con- 
venient pantry 
package origs- 
nated by Her- 
shey. Holds 
eight individ- 
ually wrapped 
pieces—no 
by HERSHEY CHOCOLATE CORP. shaving just 
melt. 


—Cartoning by 


REDINGTON 


Many a manufacturer could take a lesson from 
Hershey on how to win customers and influence 
sales. Eight years ago Hershey changed over 
from a wrap to a carton to win more “repeats” 
for its baking chocolate . . . and a Redington 
Cartoning Machine helped keep production 
moving at minimum cost. 


Once again a Redington Cartoning Machine 
is making this package economical to produce. 
<ight wrapped cakes are fed into the carton 
and the tuck ends closed at a high rate of speed. 
A skip carton mechanism automatically pre- 


Now Hershey has originated a new, con- vents the feeding of a carton when seven cakes 
venient pantry package that is winning thou- or less are in the intake conveyor . . . the house- 
sands of new friends among housewives be- wife’s guarantee against shortage. 


cause it’s easier lo use. This carton is winning 
praise from grocers, too, because it’s easier and 
more attractive to display. 


Another example of Redington’s ability to 
do a packaging job well. If you're considering 
a new package, too—check with Redington first. 
It’s good insurance against high costs. 


F. B. REDINGTON CoO. 
(Est. 1897) 


110-112 So. Sangamon St. 
CHICAGO, ILL. 
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KALAMAZOO VEGETABLE PARCHMENT COMPANY 
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~ Kichlead’ Chald 


No. 212 - Embossed 272 


The new RICHLEAF SAMPLE BOOK is now being prepared. 
It shows many new designs on this improved Richleaf box 


paper in Gold, Platinum and Copper. 


lf you do not receive your copy in the near future, write 


and let us mail you this outstanding sample book. 


HAMPDEN 
GLAZED PAPER AND CARD COMPANY 


Holyoke, Massachusetts 


SALES REPRESENTATIVES 


Chicago, lit. — 500 So. Peoria St. Philadelphia, Pa. — 412 Bourse B'ld'g. 

New York,’N. ¥. — 60 East 42nd St. San Francisco, Calif. —- _420 Market St. 
Toronto, Canada —- 137 Wellington St. West 

Fred’k. Johnson & Co., Limited — ° 234, Upper Thames Street _ London, E. C. 4, England 


R. W. Davis — 335 Flinders Lane = Melbourne C 1, Australia 
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This big can tester is protection against leakage and is typical 
of the splendid, modern equipment in Crown’s great new 
plant at Philadelphia. 


hack 


Crown maintains large engineering staffs at Philadelphia 
and Baltimore for the development and fabrication of better 
containers. 


i Bee ea ane neecce } 


The Chemical laboratories at Philadelphia have fully equipped 
bacteriological, chemical and processing departments. Raw 





materials are subject to the most rigid inspection. 


Ar all Crown plants, control is the 
watchword. Control of plate, control of 
dies and tools, control of all equipment 


The selection of steel plate to meet Crown’s exacting stand- by the most painstaking and un- 


ards necessitates the maintenance of expert metallurgists at we 
the steel mills on Crown’s payroll. remitting inspection and Supervision. 


CROWN CAN COMPANY, PHILADELPHIA, PA. 
Division of Crown Cork and Seal Co. 
BALTIMORE ST.LOUIS HOUSTON MADISON ORLANDO 


FROWN CAN 
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She used to be a One-Timer. But now—now she’s a regular customer! It’s because 
she likes the product, of course. But the package, too, has all the good qualities 
for which a smart housewife is always looking. 4 And don’t overlook the impor- 
tant part that closures play in consumer acceptance. No matter how attractive the 
package, nor how fine the product, if the closure is inefficient or hard to remove 
—right then and there you havea real obstacle in the way of repeat sales. 4 Crown 
Closures are designed and made with all these factors in mind. They are your best 
insurance against consumer dissatisfaction—a powerful influence for repeat business! 


CROWN CORK AND SEAL COMPANY 


World’s Largest Makers of Closures for Glass Containers 
BALTIMORE, MARYLAND 


IN THE LONG RUN —— 








WHAT ITS DONE FOR CHEESE 
IT WILL DO FOR YOUR PRODUCT 


Pliofilm can be furnished either 
clear, or in transparent or opaque 
colors — prints easily — heat seals 
air-moisture-tight. 


per the year many of the largest- 


selling brands of processed cheese have 
adopted a Pliofilm wrap — because experience 
proves no other transparent wrapping material 
so effectively seals in the natural moisture upon 
which the taste and flavor of cheese depends. It 
keeps cheese fresher—from factory to kitchen. 


Pliofilm will give the same superior protection 


THE BEST THINGS ARE PACKAGED IN 


Pliofilm —-T. M. The Goodyear Tire & Rubber Company 


to any product that must be kept moist—or free 
from moisture—because tt is moisture-vapor-proof! 
It keeps wanted moisture iv; unwanted moisture 
out —insures your product reaching customers 
exactly as you packed it. We will be glad to 
prove it to you with a test wrap of your product. 
Write: Pliofilm Sales Department, Goodyear, 
Akron, Ohio. 
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PROBLEMS 
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1. LABELS IMPRINTED DIRECTLY 
ON THE CONTAINER! 
A brilliant, glossy, permanent label is 
applied directly to the container dur- 
ing manufacture—no extra handling; 
no defaced, misplaced labels. 


ANY COLOR OR COLOR 
COMBINATION! 

Eye appeal is today’s sales “must.” 
Show your product through Transpar- 
ent walls, or package it in a colorful, 
opaque container of high attention- 
value. 


SEAMLESS AND UNBREAKABLE! 
Your product is stream-lined and in- 
sured against breakage in transit, on 
the shelf, in use. 


80% LIGHTER THAN GLASS! 

No need to tell you what that means in 
decreased shipping costs! (Being un- 
breakable, shipping materials are 
lighter too.) 











@ Let our packaging department help 
you to package or repackage your prod- 
ucts according to the dynamic new ideas 
of modern merchandising. There is no obli- 
gation at all in asking us to submit sam- 
ples, quotations or in having our packaging 
experts consult with you. Just drop us a 
line or phone. 

















HYCOLOID ¢ NEOCELL 
CLEARSITE 


TUBE & CONTAINER CORP. 


EXECUTIVE OFFICES AND FACTORY: 46 AVENUE L, NEWARK, N. J. 
N. Y. Sales Office: 626 Fifth Avenue, New York, Tel: Cl 6-2425 


MODERN PACKAGING 














Another example 


of NASHUA versatility 
é 


Tue reverse side of this page shows the rich effect of Nashua’s 
No. 9165 Copper-Bronze, Platinum Ink Embossed, Spanish Leather. 
This coated paper is another development of Nashua’s creators, chemists 
and craftsmen. The design, by Nashua’s creative department, was en- 
hanced by its application on a Copper Bronze sheet, controlled carefully 
by Nashua’s chemists. The embossing by skillful Nashua craftsmen 


completes an unusually attractive coated paper. 


Box makers are finding this and hundreds of other Nashua Coated 
Papers ideally suited for their use. Write us for sample sheets — see how 


this attractive paper looks on vour boxes. Address our Nashua office, 


asking for samples. 


NASHUA Gummed and Coated Paper Company 
NASHUA, NEW HAMPSHIRE 
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The New Type #110 
Deluxe Server 


BUSY AS A BEE IN GETTING NEW SALES FOR OTHER PROD- 
UCTS, TOO: CREAM, SYRUP, SALAD DRESSING AND OILS 


The new deluxe (but low cost) Federal Server can really boom sales because the buyer recognizes this 
as the useful and logical package. 
Housewives are immediately pleased with its use—and permanently satisfied because they can refill 


it. It's a ‘’natural’’ for sales promotion. 


Send us your product in its present container and we will submit samples of a suitable and economi- 
cal dispenser, sprayer or server—a closure with a “function.” 





FEDERAL TOOL CORPORATION 


400 NORTH LEAVITT STREET - - - - - - - CHICAGO 
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PACKAGING SERVICES joandve 


packag 

MEAN TO YOU! ; oe 
° ’ see the 

becaus 
@ At Anchor Hocking, you will find a service organization thoroughly ; in the 
reliable and capable of handling your complete package requirements 4 On 
from container, to closure to carton—even supplying the all-important the gre 
processing machinery and sealing equipment. . deal with one de- glass-p 
pendable source of supply and benefit by the many advantages this offers. With S 
Stores 








Backed by years of experience, Anchor Hocking designers, engineers, 
research and laboratory technicians are ready to assist you with the proper 
handling, preparation, packing and sealing of your product. All the facil- 
ities and services of our organization are yours without obligation. Give 
Anchor Hocking COMPLETE RESPONSIBILITY and you'll be com- 
pletely satisfied. 


PACK IN GLASS FOR GREATER SALES AND GREATER PROFITS! 














@ Exhaustive, unbiased market tests, 
scientifically conducted, prove Mrs. 
Consumer definitely prefers to buy 
Fruits and Vegetables packed in Glass. 
She shows this preference in spite of 
the fact that in some cases she may 
pay a small premium for the glass- 
packed product. 

And housewives don’t buy fruits 
and vegetables in glass just because the 
package “looks — They buy 
glass-packed foods because they can 
see the exact Quality, Style and Size... 
because unused portions can be left 
in the original container. 

On the other side of the counter, 
the grocer needs no sales talk to sell 
glass-packed Fruits and Vegetables. 
With Super-Markets and Self-Service 


Stores increasing daily, impulse buy- 














ing, where people “Buy with their 
Eyes”, has become a tremendous force 
in selling. Here, obviously, the glass- 
packed product has the advantage. 

From your standpoint as a packer, 
let us say just this: The mechanics of 
vacuum packing foods in glass has 
ay tremendously in the past 
ew years. Today the change-over to 
glass is a simple, easy procedure... 
we've designed a new, lightweight, 
stronger jar sas for fruits and 
vegetables ...we have improved 
vacuum-sealing with a brand-new 
vacuum pangs new high-speed, 
automatic equipment to do the capping 
... freight rates are now comparable 
—all factors of interest and importance 
to packers who are looking for means 
to stimulate sales, increase markets. 





WHEN PACKED IN GLAS 


Get on the band wagon! Take ad- 
vantage of this merchandising trend. 
There is still time to make a test pack 
this year. We'll assist and supervise 
the installation of necessary equip- 
ment as well as your initial pack. Get 
all the facts about the glass package now 
—the new lightweight jar especially 
designed for fruits and vegetables, 
the new vacuum closure that is differ- 
ent, faster and easier to apply with the 
new mens, > rises: and processing 
equipment. The complete story is yours 
for the asking. 


ANCHOR HOCKING GLASS CORPORATION 
Lancaster, Ohio 


Closure Division: 
ANCHOR CAP & CLOSURE CORPORATION 


Long Island City, N.Y. and Toronto, Canada 
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the standard for 50 


years, due to Quality, 


Uniformity, Durability, 
Accuracy. 











HIGGGEL PAPGKS 
for protective packaging 


Keeping moisture out of a product — or keeping moisture in — is 
perhaps the commonest problem in protective packaging. There 
are dozens of Riegel Papers designed to do this attractively, 
economically and with production efficiency. But the Riegel Mills 
are also well able to solve with equal simplicity the most baffling 
and unusual requirements — to protect such items as ball bear- 
ings, thread, silver, silks and razor blades, as well as almost every 
variety of food product. Our extensive mill facilities, our personnel 
and our long record of service to others are at your command 
for the price of a postage stamp and a letter. Write us today. 


*x 


RIEGEL PAPER CORPORATION 
342 Madison Avenue New York, N. Y. 
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NEW PACKAGE => 


Individual portion collapsible tubes, shipped to barbers in 
protective chipboard folders and folding cartons. Displayed 
in plastic device holding tubes erect. 


Comparative Package Data (Cont.) 


Present Package: A collapsible tin tube, hermetically sealed 
and with patented opening device. Packed in specially de- 
signed chipboard folders, ten tubes to the folder. Five folders 
(50 tubes) per Brightwood box form the sales unit. 

Retail price: New package, 50 half-ounce tubes, $1.75. 
Old package, quart, $1.75; half-gallon $3.50. 

Shipping units: New, six boxes of 50 tubes each per shipper. 
Old, 1/. doz. quarts, or '/, doz. half-gallons, per shipper. 

No direct comparison of package weight may logically be 
made since the packaging medium is completely changed and 
since the new package is an individual application container as 
contrasted with the old bulk container. 

The new package is reported to completely eliminate the 
formerly difficult glass breakage problem accentuated by the 
fact that the old container was a refill bottle. 


Plant Changes 
Old bottle filling, capping and labeling equipment completely 


scrapped. A single tube filler and closer, modified for her- 
metical sealing, was introduced instead. A second machine 
has since been added. Both folder filling and boxing are 
hand operations. 

Output of the old packages was 20 bottles per minute on 
quarts and 10 on half-gallons. Output on the new package is 
70 tubes per minute per machine. 


Sales Achievements 


The old container was used through 1936. Sales mounted 
rapidly during 1937 and, at a somewhat slower rate, in 1938 
At present they are reported by the company to stand at 250 
per cent of their former level. 


























SUN TUB 


CHICAGO, ILL. 
James L. Coffield, Jr- 
333 No. Michigan Avenue 






— CORPORATIO 


CINCINNATI, OHIO 
G. M. Lawrence 
1012 Elm Street 





N, HILLS 


LOS ANGELES, CALIF. 
R. G. F. Byington 


155 No. Ver 


ST. PAUL, MINN. 
Alexander Seymour 
701 Pioneer Building 


IDE, N. J 
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e ¢ © The Visible Guarantee of Invisible Quality + «© « 


KIMBLE GLASS COMPANY ...-.- VINELAND, N. J. 


NEW YORK*+* CHICAGO?*+ PHILADELPHIA *+*s DETROIT*+ BOSTON 
FEBRUARY « 1910 Bs 











auto parts reaching the ultimate user untampered. Sefton’s 
container pictured above, with its full friction lid stapled 


on two sides when shipped and one staple used as a Manviactorea 
hinge when opened, also provides constant advertising for Ramsey 
Accessories 


value to the manufacturer. Why not ask us how your Mfg. Corp., 
product can go “Forth in ’Forty” and “Safe in Sefton.” St. Louis, Mo. 


SEFTON FIBRE CAN COMPANY 


Plants —St. Louis, Missouri @ New Iberia, Louisiana 


DISTRICT OFFICES: Los Angeles Sen Francisco Denver Tampa Chicago Des Moines 
New Orleans Boston Derroit Kansas City St. Paul Omaha New York Cincinnati Cleveland 


Oklahoma City Pittsburgh Memphis Nashville Dallas Houston Salt Lake City Seattle 
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COLOR SELLS... 


Color-style Your Packages with Versatile Bakelite Plastics 


COLOR THAT catches the eye and stimulates sales 

.. color that is self-contained and will not wear 
off or wash off...is an invaluable display and 
merchandising feature many leading manufacturers 
obtain by “dressing” their products in containers of 
Bakelite Plastics. 

Hickok Manufacturing Company, for instance, 
again chooses packages of lustrous Bakelite Plastics 
in marketing its new line of men’s-wear accessories. 
Attention-compelling, either on counter or in win- 
dow, these colorful packages create remembrance value 
as attractive re-use containers in the home. 

Available in a complete variety of colors... in 
effects that are delicately transparent, translucent or 


richly opaque . . . Bakelite Plastics are used for pack- 
aging widely diversified products ranging from foun- 
tain pens to facial creams, from wedding rings to 
writing paper. Profitable information on containers, 
and closures too, is included in 52-page booklet, 8C, 
“A Guide to Modern Packaging”. Write for your 
copy today. 

BAKELITE CORPORATION, 247 Park Ave., New York, N.Y. 

Chicago: 43 East Ohio Street 


BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin St., Toronto 
West Coast: Electrical Specialty Co., Inc., San Francisco, Los Angeles. Seattle 











HOW COME ALUMINUM 








BOTTLE CAPS? 


FOR 








Tinplate costs less per thousand caps, as everyone 
knows. And plastics, some think, are prettier. So 
why Aluminum? 

Because, to start with, Aluminum is an exception- 
ally workable metal. It can be formed in ways and 
shapes that are difficult with harder metals. Can be 
tailored to fit each container, “‘min” or “max.” 

The Goldy Seal, for instance, is a natural for 
Aluminum. It is pressed down on the container with 
uniform pressure all around the edge. Then the 
skirt is swiftly and easily crimped over the locking 
ring. A simple trick . . . with Aluminum. Removal 


AT YOUR SERVICE; 26 
YEARS OF EXPERIENCE 
BUILDING QUALITY 
SEALS AND SEALING 
MACHINES TO FIT THE 
NEEDS OF THE USER 


is MODERN PACKAGING 





is simple, too. The opening tab tears down without 


a struggle . . . because it’s Aluminum. 
Another reason: Aluminum resists corrosion. 
It CAN’T rust! 


Then there’s non-toxicity. Meaning friendliness to 
things we eat or use externally on our persons. 
Aluminum forms no compounds that are harmful. 

Cost? More than some caps. Less than others. 
But never too much for the man who wants, first, 
rapid, trouble-free application; second, a secure 
hermetic seal; third, a seal that yields to pink 
fingers unaided by tools. 


FOR SAMPLES AND 
PRICES OF ALSECO 
SEALS, WRITE ALUMI- 
NUM SEAL COMPANY, 
1345 THIRD AVE., NEW 
KENSINGTON, PENNA. 
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Compare the box board in your carton 
with economical, snow-white 


SLithwile. 


The GARDNE: 


Manvtocturers ©: 


MAKE THIS SIMPLE “SHOW-ME’ TEST... compare 
the whiteness, brightness and cost of your present 
carton with economical snow-white LITHWITE 


EXPECT A SURPRISE when you look 
at your present carton through the 
window of this “Show Me” test card. 
For scores of carton users have made 
this same test, discovered that eco- 
nomical Lithwite is whiter, brighter 
than the board they were using. 

That’s why millions more Lith- 
wite cartons go up on retail shelves 
every year. For carton users know, 
as you do, that the whiter, the more 
brilliant the surface, the higher the 
brilliance of printed colors. Because 
the surface of Lithwite is hard and 
smooth, inks lay clean, evenly, bright 


... halftones print crisper, sharper, 
and, as retailers will tell you, Lith- 
wite stays fresh looking, too. 
WHAT ABOuT cost? Lithwite 
is an economical, one-process 
board, made without 
additional operations. 
It folds better, seals 
easier and quicker. 
Write today, ask us 
to make up sample 
dummies of your present 
carton in Lithwite, or 
ask us to send you 
“Show Me” test card. 


The GARDNER- RICHARDSON c.. 


MIDDLETOWN, OHIO 
Manufacturers of Folding Cartons and Boxboard 


Sales Representatives in Principal Cities: PHILADELPHIA 


is your carton board? 


Make this SHOW ME test 









Write for free 
_  “SHOW-ME”’ test card. 
i It may show you how to make F 
real dollar savings . . . step up i 
the sales appeal of your carton. : 

k 











ENGINEERED-PRECISION 
CARTONS. In the two big 
Gardner - Richardson 
plants, technicians and 
engineers check and test 
every step of the way — 
from pulp to finished prod- 
uct. Result: brighter, 
fresher cartons with 
greater shelf appeal. 


-RI * 
* wea, THIS SYMBOL is your assur- 
2 yg ance of greater uniform- 
o =z 


ity, higher quality, better 


from pure rojpiainga recover annearance, better prod- 


iy) 
&, 
~~ 
Yo < 

Rep e® 


uct protection—profit and 
satisfaction. 


47 
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BRIGHT TOUCH of color to catch 
A the eye plus secure sealing of 
closures on packages to assure cus- 
tomers of pure, untampered con- 
tents .. . that’s what “‘Cel-O-Seal”’ 
cellulose bands give you! 


These trim, good-looking bands 
are available in a variety of beauti- 
ful colors and designs to harmonize 
perfectly with your label and give a 
smart crowning touch to your pack- 
age. Customers, too, recognize the 
value of ‘“‘Cel-O-Seal.”” They know 
that the contents of your packages 
are as good as when they left your 
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laboratories. 


Attention - getting ‘‘Cel-O-Seal’’ 
bands are amazingly inexpensive... 
cost but a small fraction of a cent 
each! No machinery or adhesives 
are needed for application . . . they 
go on quickly and easily by hand. 
We’ll be glad to show you how at- 
tractive and secure your package 
can be with a sales-building ‘“‘Cel- 
O-Seal’’ band. Send a sample bottle. 


DU PONT ON THE AIR—Listen to “The Cav- 
alcade of America” Tuesdays, 9 p.m. E.S.T. 
over National Broadcasting Co. Networks. 


ued 


advantages when your 
package wears this band! 














CEL-O-SEAL 


Manufactured by 


GU PONT 


E. |. DU PONT DE NEMOURS & CO. (INC.) 
“CEL-0-SEAL” SECTION 


Empire State Building, N. Y. C. 


ARMSTRONG CORK COMPANY 
GLASS & CLOSURE DIV., Lancaster, Pa. 


1. F. SCHNIER COMPANY 
683 Bryant Street, San Francisco, Cal. 

















wil 


you 
uct 


like 


NEW | 


al 

Ve, 

UNE MAGES BY RITCHIE 
that Sell- 
and Sell- 

and Sell! 

























- SELL the dealer the idea of dis- 





playing them. They sell the consumer 
the idea of stopping, looking and handling 
(it’s all right — no danger of soliage). 
After that, the actual sale is easy and every- 


body’s happy! Particularly Mme. Huntingford 





whose packages here typify the design ingenuity 
and manufacturing advantages Ritchie brings to 
Transparent Packaging. In this comparatively 
new field, Ritchie’s complete and established facili- 
ties, Ritchie’s 74 years of packaging experience, 


really count! 


PUT YOUR PRODUCT OUT IN FRONT 


Would you like to have a package that dealers parent Packaging by Ritchie — learn what it 
will display without even being asked? Would costs, what it can do for you from a design and 
you like to have a package that shows your prod- protective standpoint. There’s no cost or obliga- 
uct to such advantage that sales resistance melts tion — so why not write now? Outstanding free 
like ice cream in July? Then investigate Trans- design service for established manufacturers. 





g 
SET-UP PAPER BOXES 
ld FIBRE CANS 
TRANSPARENT PACKAGES 
W. C. AND COMPANY 
8849 BALTIMORE AVENUE e@ CHICAGO 
NEW YORK ~ DETROIT LOS ANGELES ST. LOUIS ST. PAUL DENVER MIAMI 
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MOLDED CORKS + MOLDED SCREW CAPS + EMBOSSED WOOD TOP CORKS +« CROWNS «+ PLAIN CORKS 














Fath LONGO UIE NER EA RE, 






CORK first came into use 
for bottle sealing 300 years 
ago. Today, cork closures 
are produced bythe millions 
on Mundet’s precision ma- 
chines... superior in many 
ways to hand made closures. 


BS BAGEL? BOATS See TARE lr AR i ED da 


These Mundet offices and 
representatives are read) 
to give you prompt service 


ATLANTA 
339-41 Elizabeth St., N. E. 
CHICAGO 


4 
427 W. 4th Str. i | . | Y | 


2959 N. Paulina Sc. 
CINCINNATI 
CLEVELAND 

Britten Terminal, Inc. 


DALLAS 


es | AND UTILITY IN CLOSURES 


The Stone-Hall Co. 
DETROIT 

W. Jefferson Ave. 

™ sic ss Mundet Molded Top Closures are ‘‘tops,”’ both in appearance and 

ee service. Result of precision manufacture by an organization that has 

1428 St. Louis Ave. made fine Closures for three-quarters of a century. While decorative, 

LOS ANGELES 

gy bic con these modern closures assure workmanlike action . . . seal smoothly 

QUISVILLE 

Kentucky Bottlers Supply Co. and securely with the efficiency of cork. Unseal promptly without 


MEMPHIS Knap Eionnie oe cua 
Memphis Bonded Warehouse inciting violence. The non-skid, ribbed flange assists in the effortless 


po age cnt use of your product. The extra-clear embossing is due to Mundet’s 
ger ga deep molding process. It permits the reproduction of your trade- 
Br al mark or decoration with unusual fidelity. Many of our customers use . 
SAN FRANCISCO the stock design shown above, offered in standard sizes, in black or 
Also J. C. Millett Co. in colors. It permits freshening up the product-container at minimum 


SEATTLE i 
Succop-Tighe & Sons cost. Write to us today for samples and prices for required quantities. 


eyes Mundet Cork Corporation, Closure Division, 65 S. Eleventh St., 


Mundet Cork & Insulation, 


_ Brooklyn, N. Y. 


35 Booth Ave., Toronto 


UNDET CLOSURES 
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SYLVANIA 


Branches or Representatives: 


ATLANTA, GA..... 78 Marietta Street 
BOSTON, MASS., 201 Devonshire St. 
CHICAGO, ILL., 427 W. Randolph St. 
DALLAS, TEX. 809 Santa Fe Building 
PHILA., PA... 260 South Broad Street 


LVANIA A REG 


On Guard 


SYLVANIA* CELLOPHANE 
stands “On Guard” pro- 
tecting from harm the 
products which it covers. 


« 
= 
. 

: 

: 
: 
: 


INDUSTRIAL CORPORATION 


Executive and Sales Offices: 122 E. 42nd Street, New York 


Works: Fredericksburg, Va. 
Pacific Coast: 
Blake, Mofhitt & Towne 
Offices & Warehouses in Principal Cities 
Canada: 
Victoria Paper & Twine Co., Ltd. 


Toronto, Montreal, Halifax 


RIA RPORATION 
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Election year 
and every year 


Ay 


ROTECTOID 


REG. U.S. BAT, OF F 


wins the women’s vote! 


e 


There is no quicker way to capture a lady customer’s 
heart than with a smooth, sparkling package of 
Lumarith Protectoid . . . the material that never 
shrinks or wrinkles! No warping! No buckling! No 
strain lines in windows! Besides, Lumarith Protectoid 
is water-proof, grease-proof, germ-proof, tasteless, 
odorless, and non-inflammable. It does not discolor 
or dry out with age. It is not affected by extremes 


of temperature or humidity. It cements easily and 


permanently. It has a perfect printing surface. 

If you buy packages, specify Lumarith Protectoid. 
If you sell packages, use it! 

Packaging Division, CELLULOID CORPORA- 
TION, 10 E. 40th Street, New York City ... 
Established 1872. Sole Producer of Celluloid and 
Lumarith. (Trademarks Reg. U.S. Pat. Off.) 


If you are working on a transparent package ... 


Rigid Transparent “Baroque” Soap 

Package, with gold cord imbedded in top, 

made of Lumarith Protectoid for Harriet 

Hubbard Ayer by Hygienol Company. 

Beech-Nut Biscuit Package covered with 

a Lumarith Protectoid printed overwrap 
by Shellmar Products Company. 
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CONTAI 


This, too, is part of our 


Laboratory for Testing 


Your Salespachages 3 


You can test a container for produc- | 





tion-line efficiency, strength and uniform- 9 
ity with machines ...as we do in our 
Packaging Research Laboratory. 
But to test a quality factor just as im- 10 | 
portant to you—sales appeal—you must 
use people. And that’s what we do. 

We test packaging ideas right on your 
firing line—dealers’ stores. We test con- 
tainers in the homes of average women, 

who buy your products. No detail of 
selling, buying and use is overlooked. 
That's why you get a real Salespackage 
when you come to Owens-Illinois. All 
our research, our experience with the 
likes and dislikes of dealers and customers 
is applied to your packaging problem to 
help you achieve greatest sales appeal. 
Whether you pack in glass or not, it 
will pay you to talk with an Owens- 
Illinois representative about O-I Sales- 
packages for your line. Owens-Illinois 
Glass Company, Toledo. 


At Right: Owens-lllinois Salespack- 
ages designed to meet the needs of 
perme and their customers! At left, 

the regular catsup; center, the popular 
medium-height catsup; right, stream- 
lined stubby catsup, also suitable for 
fruit juices and other liquid products. 
Owens-Illinois closures complete the 
package. 


— 


CONTAINERS’. TUMBLERS - CLOSURES - sag CARTONS 
ist in Glass. 





Paweramea OF A YEAR'S PROGRESS 


THE AMAZING EXHIBIT OF 
OVER 30,000 PACKAGES AND 
DISPLAYS ENTERED IN THE 
1939 ALL-AMERICA 
PACKAGE COMPETITION 


Here in our galleries is the greatest collection of packages, displays, processes, parts, and 
in fact everything to do with the complex subject of packaging that has ever been gathered 


together under one roof. 
Practically all outstanding designers, manufacturers and suppliers are represented 


by entries in their respective fields. New ideas, materials and processes sparkle from 


every side. 
Modern Packaging Magazine is happy to present to manufacturers of packaged 


products everywhere the opportunity to visit this museum of the packaging and display 


accomplishments of 1939. 


The Chanin Building, 122 East 42nd Street, New York City, 6th Floor. 
Open 10 A.M. to 4 P.M. Daily —10 A.M. to 12 Noon Saturdays. 
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You may be perfectly satisfied with the bottles you are now using 
for your products. You may think there is no reason to consider 


a change. 


But you will agree that, nowadays, things change with surprising ra- 





4 pidity... things become outmoded, old-fashioned, in an amazingly 


short time. 
It wouldn't be a bad idea to check up on your bottles. 


We're prejudiced, of course, but possibly the answer to the business 
riddle you face lies not so much in searching for additional sales 


outlets as in making your product more salable. 


Our “3-point” service, which assures (1) up-to-the-minute, (2) 











practical, (3) economical design, is available without obligation. 
Chances are, if you pack cosmetics, drugs, foods, or household 


specialties, we can give your products an added sales impetus. 






Produced for Dorothy Perkins Company, St. Louis, Missouri, to package 
Dorothy Perkins Memoirs Cologne . .. another "3-point” Carr-Lowrey bottle 


. attractive, practical and economical. 


Carr - Lowrey Glass Co. 


Factory and Main Office: BALTIMORE, MD. 
New York Office: 500 Fifth Avenue * Chicago Office: 1502 Merchandise Mart 









































The Drug and Cosmetic Industry already knows Scovill well - 
for Scovill has for years been a primary source of supply for vanity 
cases, lipstick containers, rouge boxes, metal closures and special 
metal containers where a finely made and finished product is re- 
quired. But Scovill has capabilities for modern packaging for other 
fields as well. 

For Example, the Special Package Illustrated 

This successful Luxor Christmas package made for Armour & 
Company by Boynton & Company, Chicago, encased 17 Luxor toiletries 
— the body was streamline-shaped of wood, finished with light green 
metallic lacquer and measured 14-34’ x 9-34" x 3’. The cover was of 
two piece brass construction, stamped with a modern design and 
enamel filled. The effect was rich and inviting, yet practical as to 
cost and production. 

Boynton & Company, Chicago, was responsible for the copyrighted 
design. The covers were specified to Scovill and required only adapt- 
ing for economical production. 

But Scovill has complete design facilities, ingenious model makers 
— has worked out many a package from an idea or rough model. If 
you use metal containers in reasonable volume or are considering a 
new development or package using metal, Scovill can probably help 
you. It costs nothing to inquire—it may prove surprisingly profitable. 


Write to 25 Mill Street, Waterbury, Connecticut. 














MANUFACTURING COMPANY 
WATERBURY, CONN. 








— 








Boston 


Providence New York Philadelphia Syracuse Pittsburgh Detroit Chicago 


Cincinnati San Francisco Los Angeles 


IN CANADA: 334 King Street, East, Toronto, Ontario 
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ome 40 per cent of the population of the United 

States are children. They constitute the most avid, 

the most easily influenced consumer market. While 
they have little or no power to purchase on their own 
sole initiative, they have a deciding voice in a tremen- 
dous percentage of all consumer purchases. 

Children buy or dictate the buying of candies, baked 
goods, toys, wearing apparel, footwear, cameras and 
similar instruments, school supplies and a host of other 
categories of merchandise. 

Children demand ‘‘Wheaties” because they are in- 
fluenced by the radio program. 

They insist upon “Crunchies” because “‘Crunchie™’ 
packages contain some childish premium. 

They stamp their feet and fly into a rage unless 
mother purchases ‘‘Munchies’” because the **Munchie™ 
package has nice pictures on it and the “Lunchie” 
package lacks them. 

In other fields, most notably in the toy and the furni- 
ture industries, very serious attempts have been made 
to correlate design procedure with studies of the likes 
and dislikes, the preferences and disapprovals of chil- 
dren. Toys are designed to attract the child, to protect 
the child in using them, to educate the child through 
their use and to appeal to the child’s taste for color, 
size, shape, etc. 

In packaging, however, although numerous attempts 
have been made to design packages of interest to chil- 
dren, no general effort has sought to correlate existing 
knowledge of child psychology with the problems of 
the packager. 

This study, therefore, has sought to find, in the pub- 
lished data of researchers on the subject, significant 





material which may prove of value to the packager who 
must reach and attract children to complete the sale of 
his products. 

A few words of caution are, however, in order. The 
charts here presented and the studies here discussed are 
not necessarily in themselves the final word on any 
phase of the subject. While they follow the general 
trends disclosed by research, other investigators— 
sampling and studying other groups of children—have 
achieved slightly varying results. The packager who 
seeks to utilize these figures and facts must accept 
them, therefore, as a general guide rather than as a 
fixed and final formula. 

For the convenience of the reader, our subject has 
been broken down into a number of subdivisions, each 
of which quite logically may be judged to affect one 
portion or one phase of the package design. Thus, we 
study children’s choices of color, their preferences as 
to type of illustrations, their memories, their ability to 
grip and lift weights, their vocabularies, their ability 
to read and their ability to learn new words. 

The possibilities for package design improvement 
which would follow upon a closer study of children— 
carried out along these lines—may best be grasped by 
examining a few of the packages for products designed 
for children of six or seven years of age. Although 
studies have long existed of the vocabularies possessed 
by the average child of this age, fully half of the words 
utilized and the copy legends of such packages are out- 
side the scope of these vocabularies and hence can ob- 
viously create only confusion in the child’s mind. Yet, 
almost without exception, such copy can be rewritten 
within the compass of the child’s vocabulary. 
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FIGURE | 


NUMBER OF CHOICES FOR SINGLE COLORS IN 


Vill 


Total 140 162 








From “Children’s Preferences for Colors’’ [Gale] 


Vocabulary 
The most common method used to study the size of 
children’s vocabularies has been to note all the words 
used spontaneously by children of different ages. As 
the child grows older, this method has been found to 
be faulty, since the child learns the meanings of many 
words which he does not use in his ordinary speech. 
Therefore, tests have been devised for older children 
designed to judge the true extent of their vocabulary. 
It has been customary to test the older children by 
association tests, by showing them pictures and getting 
them to describe them, by having them read and indi- 


Orange 


= 
ce 





poe: 179 235 134-76 53 96 1,556 - 1,563 


cate words which they do not understand and by having 
them define words. 

Madorah E. Smith (1) * developed a satisfactory test 
to measure the vocabulary of the young child. She in- 
vestigated 273 children from eight months to six years 
of age. According to this study, which is said to be the 
most extensive at the preschool age level, the vocabu- 
lary increased from zero at eight months to 2562 words 
at six years, the average gain from two to six years being 
175.5 words. Girls, it has been found, are more preco- 


* See Bibliography on page 38. 








THE FIRST 500 MOST COMMONLY USED WORDS 


a bed close every 
about been cold everything 
above before color eye 
account begin come face 
across behind company fair 
add believe corn fall 
after best could family 
again better country far 
against between course fast 
air big cover father 
all bird cross fear 
almost cut feel 
black 
alone al dark feet 
along b L day few 
also wen dead field 
always ot dear fill 
am box death find 
among boy deep fine 
an bread do fire 
and bring does first 
another brother done five 
answer brought door floor 
any build down flower 
apple burn draw fly 
are but dress follow 
arm buy drink food 
around by drive foot 
as came drop for 
ask can during force 
at care each form 
away carry ear found 
back case early four 
bad cause earth free 
ball certain east fresh 
bank change eat friend 
be child egg from 
bear children end front 
beautiful church enough full 
because city even garden 
become clear ever gave 
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general I make 
get if man 

girl in many 
give into mark 
given is matter 
glad it may (M) 
go its me 
God (g) just mean 
gold keep measure 
good kill meet 
got kind men 
great king might 
green (G) know mile 
ground known milk 
grow land mind 
had large mine 
hair last miss (M) 
half late money 
hand laugh month 
happy law more 
hard lay morning 
has lead most 
hear learn mother 
heart leave mountain 
heavy length move 
help less much 
her let must 
here letter my 
high life name 
hill light near 
him like need 
himself line never 
his little new 
hold live next 
hope long night 
hot look no 

hour lost north 
house love not 
how low nothing 
hundred made now 


das 


MSE Ae om 


Fw ee ee Se ee oe aes os a. ._ __. 


bow 
brar 
brav 
bree 
brea 
brid 
brig! 


Ciol 
cab 

Ek 
whi 
liter 





number point same small 





take top what 


of poor save so talk town when 
off power saw soft tell train where 
often present say soldier ten tree which 
old pretty school some than true while 
on put sea something thank try white 
once quick second sometime that two who 
one rain see son the under whole 
only raise seem soon their until why 
open reach seen sound them up wide 
or read send south then upon will (W) 
order ready sent speak there us wind 
other reason serve spring these use window 
our receive set stand they very winter 
out red several start thing visit wish 
over remain shall state think voice with 
own remember she stay third wait without 
paper rest ship step this walk ean 
part rich short still those want d 
pass ride should stone though war jer 
pay right show stop thought warm oe 
people river side story thousand was patos 
person road sight street three watch world 
picture rock silver strong through water would 
piece roll since such till way write 
place room sing summer time we year 
plain round sister sun to week yet 
plant run sit sure today (-) well you 

1g play said six sweet too went young 
please sail sleep table took were your 

st THE SECOND 500 MOST COMMONLY USED WORDS [partial list 

n- able broad cow fat health lose oh 

rs act broken cried favor heard loss ought 

| afraid brook crowd feed heat lot outside 

1€ afternoon brown (B) crown fell height loud page 

u- age building cry fellow held lower pain 

1s ago built cup felt herself manner paint 

aS allow business dance fight hide march (M) pair 

ag already busy dare figure hole market party 
American butter date finger honor master past 

0- amount cake daughter finish however meat path 
animal cannot deal firm hunt member peace 
anything cap decide fish hurry met pen 
appear captain delight fit hurt middle perfect 
army car demand fix husband mill perhaps 
arrive careful destroy flow ice minute pick 
art catch distance following ill moment plan 
article cent divide forget important moon pleasant 
attend center doctor former inch mortal pleasure 
baby chain dog forth increase mount possible 
bag chair don't forward indeed mouth post 
band chance double fourth Indian Mr. pound 
basket charge doubt France instead Mrs. practice (se) 
battle chief dream French interest music prepare 
bay choose dry fruit iron myself press 
beast Christmas dust gain island narrow price 
beat circle duty game join nation prince 
beauty class easy gate journey natural promise 
bee clean edge gather joy nature proper 
began clock eight gentle judge necessary ania 
bell cloth either gentleman kept neck P 
belong clothe else gift kiss neighbor ee 
beside clothes enemy glass knee neither ps " 
bill (B) cloud England going knew nest BS 
bit coal English golden labor New York pure 
bless coast enjoy gone lady nice purpose 
blind coat enter government laid nine quarter 
blood coming entire grace (G) lake none queen 
board command equal grain least noon question 
boat common escape grant led nor quiet 
bone complete evening grass leg nose quite 
born condition except gray (G) lesson note race 
bottom contain exercise grew lie notice ran 
bow continue expect guard lift Oo rapid 
branch coo express guess lion oak rather 
brave cool extend guide lip object real 
break corner fact hall list ocean reply 
breakfast cost famous hang listen offer report 
bridge count farm happen load office require 
bright court farmer hat lord (L) officer return 


cious in vocabulary acquisition. The increase in vo- 
cabulary from year to year is presented in Fig. 5. 
Edward L. Thorndike (2) compiled a list of words 
which were found to occur most often in children’s 
literature, textbooks, etc. Each word was rated ac- 


cording to the frequency of its occurrence. Presented 
in this article on these pages is a list of the 500 most 
commonly used words as well as a partial list of the 
second 500 most commonly used words. Space does 
not permit the presentation of all 20,000 words, but it 
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NUMBER OF CHOICES FOR WARM AND COOL COLORS IN 
GRADES Ill, IV, V, VI, VII, VIII 


Yellow-orange 
Orange 
Red-orange 
Red 
Red-violet 


Total 


Cool: 
Violet 
Blue-violet 
Blue 
Blue-green 
Green 


Yellow-green 


a 


Total | 
Grand total 
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FIGURE 2 


ee ee TOTAL 
Vill 
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5 53 
21 162 
36 179 
12 fo) 35 
13 15 114 
11 15 15 i) 12 89 
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From “‘Children’s Preferences for Colors” [Gale | 
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FIGURE 3 
NUMBER OF CHOICES FOR. GREYED AND BRIGHT COLORS IN THE 
THREE COMPLEMENTARY-COLOR TESTS 


Y and BY series 
B and O series 
R and BG series 


Y and BV series 
B and O series 
R and BG series 





Total 


hd 


Y and BV series 
B and O series 
R and BG series 
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From ‘Children’s Preferences for Colors” [Gale] 
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does offer an indication of the words which children use 
and understand best. 

In the Terman (3) tests for intelligence, children of 
school age are asked the meanings of words in standard 
lists—lists accepted by school authorities. The total 
vocabulary is estimated from the proportion correctly 
understood. A presumed total of 3600 has been found 
to be the norm for the eight year level, 5400 for ten, 
7200 for twelve, 9000 for fourteen. The average senior 
in high school is said to have a vocabulary of between 
15,000 and 18,000 words. 

While the child is acquiring new words rapidly during 
the first years, he is also beginning to combine the words 
which he knows. The combinations of words into sen- 
tences have been found to develop as follows, according 
to Nice (4): The single word stage from four to twelve 
months, the early sentence stage from 13 to 27 months, 
the short sentence stage which consists of sentences 
from 3.5 to 4.5 words in length and the complete sen- 
tence stage which appears at four years and consist 
of sentences of from six to eight words. 

Applying the above data to packaging, the obvious 
conclusion should be that package copy—if designed 
for children’s products or products wherein the sale is 
influenced by children—should be simplified in wording 
and in sentence structure to come within the scope of 
the child’s vocabulary. This is true even in the case of 
younger children who cannot be expected to read the 
copy themselves, and it is particularly true in such cases 
where the parent might utilize the copy to attract or 
interest the child in the product, or where the copy ac- 


companies pictures of interest to the child. In such 


























latter cases, even the child who cannot read may ask 
an adult to read the text for him. 

Wherever possible, copy should be tested on children 
of suitable age. Frequently the cooperation of local 
school authorities can be secured for this purpose. In 
such tests the copy would be read to children and they 
would be required to paraphrase it or explain it, de- 
pending on their age and writing ability. 


Ability to Read 

Definite information is lacking on the size of children’s 
reading vocabularies. The average child in second 
grade has been found to recognize in context 1300 or 
more of the 1500 words in second grade readers and 
about 1000 words out of their context. In the textbooks 
of the first three grades, 5000 different words are likely 
to be met, whereas in a single set of readers for the ele- 
mentary grades, from 5000 to 6000 different words may 
be found. In the primer and first reader of a set of 
readers, less than 400 meanings were found, in the sec- 
ond reader, approximately 600 additional meanings 
occurred and in each of the next three readers, ap- 
proximately 1500 additional meanings. These facts 
are shown in Fig. 7. 

The child’s ability in oral reading may be measured 
by the number of words he reads per minute and by the 
number of errors he makes in reading certain standard 
passages. Rate increases markedly in the earlier grades 
of the elementary school and then more slowly as the 
sixth or seventh grade is reached. See Fig. 6. 

The interest in spoken language becomes over- 
shadowed when children start to read, but by eight 


FIGURE 4 
Master Table Presenting Comparisons in Numbers 
Number of Pupils in Grades 1, 3, 5, Respectively, and Total Number in the Three Grades Tested 






































Animal Tree Child Total 
Style _First |_Third|_Fifth | Total} _First |_Third| Fifth | Total | First | Third Fifth| Total| First |_Third | Fifth |_Total | 
(260)] (275)] (286)| (821)| (260) (275)} (286)! (821)! (260)| (275)| (286)} (821)] (780)! (825)! (858)! (2463) 

Realistic 

Black and White 99! 60 60 | 219 10 16 37 63 29 30 41} 100] 138 | 106] 138 382 

Two-Color 161] 215] 226|] 602 | 250] 259] 249] 758] 231 | 245 | 245] 721 | 642] 719] 720} 2081 

Black and White 67 30 44] 141 28 18 47 93 14 11 19 44] 109 59 | 110 278 

Three-Color 193} 245] 242] 680 | 232] 257] 239] 728] 246 | 264 | 267] 777] 671 | 766 | 748 | 2185 

Two-Color 184; 120 87 | 391 | 193] 143] 152] 488 93 61 60 | 214] 470 | 324 | 299 | 1093 

Three-Color 76} 155] 199;} 430] 67] 132] 134] 333] 167] 214 | 226] 607] 310] 501 | 559 | 1370 
Conventionalized 

Black and White 66 42 64] 172 12 18 32 62 39 39 51 | 129 | 117 99 | 147 363 

Two-Color 194] 233 | 222 | 649 | 248] 257] 254] 759] 221 | 236 | 235] 692] 663 | 726] 711 | 2100 

Black and White 60 43 59 | 162 36 23 42} 101 21 19 25 65 | 117 85 | 126 328 

Three-Color 200} 232] 227 | 659 | 224] 252] 244] 720] 239 | 256 | 261} 756] 663 | 740 | 732 | 2135 

Two-Color 165 | 123 | 102 | 390 | 165] 141] 146] 452 84] 61 84] 229 | 414] 328 | 332 | 1074 

Three-Color 95} 152] 184! 431 95| 134] 140] 369] 176 | 214 | 202] 592] 366] 497 | 526 | 1389 
Black and White 

Realistic 230] 265 | 275 | 770} 198] 238] 223] 709 | 213 | 266 | 278] 757 | 641 | 769 | 826 | 2236 

Conventionalized 30 10 11 51 62 37 TS i tt? 47 9 8 64] 139 56 32 227 
Two-Color 

Realistic 214] 258!) 278 | 750 | 162] 221] 277] 660] 215 | 260 | 274] 749] 591 | 739 | 829 | 2159 

Conventionalized 46 17 8 71 98 54 9] 161 45 15 12 72 | 189 86 29 304 
Three-Color 

Realistic 218 | 262 | 274 | 654 | 157] 225] 269] 651 | 210 | 263 | 274] 747] 585 | 750 | 817 | 2152 

Conventionalized 42 13 12 67 | 103 50 17} 170 50 12 12 74 | 195 75 41 311 
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there is generally delight in simple play or word mean- 
Alphabet games are 
enjoyed, particularly those where guessing requires 
thinking of words beginning with designated letters. 

As reading and writing become tools rather than skill 
problems, interest is awakened in manipulating lan- 
Visual symbols for numbers and 


ings as in conundrums and puns. 


guage in new ways. 
for musical sounds may often be played with. 
stories, poems may be composed. In early and middle 
adolescence, it has been found that there is for some 
children pleasure in collecting quotations, slogans, mot- 


Songs, 


toes, jokes, ete. 

Children of eight or nine years reach the peak of in- 
terest in fairy tales. Stories of child life in other lands 
are likewise read widely and books of travel and the 
realistic kind of nature study. After ten, myths, legends 
and hero tales are read, the adventure element being 
most popular. By twelve, there is a very general in- 
terest in biography provided the emphasis is on action. 

Package copy for older children will, of course, be 
read by the children themselves. Hence testing such 
copy becomes a much simpler matter since it can be 
presented to the children or to groups of children for 
aciual oral reading. It is necessary, however, to test 
both their ability to read the words and their ability 
to understand them. 

Here, too, caution must be exercised. While two 
pieces of copy may be equal in readability by children 
of given ages, one might present much greater interest 
to the child. The use of rhyme or the use of non- 
rhyming but metrical phrasing may frequently excite 
the child’s interest. The use of puns, jokes and jingles 
may serve, likewise, to excite the child’s interest, but 
care must be taken that these do not go over the child’s 
head or they will defeat their own purpose. 
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An excellent example of 
packages designed  espe- 
cially for children’s toys. 
The fancy paper is pat- 
terned with figures which 
should appeal to the child 
and each of the figured 
papers are available in a 
variety of bright colors. 
Courtesy Hazen Paper Co. 


Frequently the facts contained in the copy itself may 
prove dull to the child. They must be dressed up by 
being related to items likely to interest the child. Copy 
about soap and cleanliness may be very duil, but a 
fairy tale about the cleanly princess may prove most 
interesting. Since the function of the copy is to sell the 
child on the product, or to maintain the child’s interest, 
mere readability is only the beginning of the job. 


Memory for Visual Material 


Silhouettes of animals have been shown to preschool 
age children and, after varying intervals of time, they 
were required to identify which form they had seen from 
a group of six or eight forms (5). Less than half the re- 
sponses were correct with a three-day interval, though 
there were great individual differences. With geomet- 
rical forms, the task was harder; with unfamiliar, un- 
namable forms, from two to six hours delay gave more 
accurate responses than longer intervals. One investi- 
gator (6) found that pictures were recognized and re- 
called better than were geometrical forms. Ability to 
recall improved with age more than did recognition. 

Memory for different types of material has been 
tested by many psychologists. Some have found girls 
superior to boys in all sorts of memory material. ““With 
boys the memory for objects is first developed, then 
words of visual content, words of auditory content, 
sounds, terms denoting tactual and motor experience, 
numbers, abstract conceptions and, lastly, emotional 
terms. With girls, the order is words of visual content, 
objects, sounds, numbers, abstract conceptions, words 
of auditory content, terms denoting tactual and motor 
experiences and emotional terms (7). In Fig. 8 the 
development for digits may be noted. 

Norsworthy (8) found that at all ages from eight to 
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sixteen, the score in reproducing lists of related words 
was higher than in reproducing unrelated words. Be- 
tween ten and twelve years old, the difference was 
greater for boys than for girls. Lee (6) found that writ- 
ten lists of words representing common objects were 
better remembered than lists of nonsense syllables or 
than series of geometric forms. 

Ability to discriminate simple printed forms such 
as crosses, triangles, circles, squares, etc., comes at 
about four years of age. More complex figures come 
between the ages of five and six years or between 
standard kindergarten age and standard first grade age. 

Trade marks, slogans and pictures are used on adult 
packages to establish recognition value. On children’s 
packages, these must be used with the greatest of care. 
The packager who follows some of the suggestions 
arising from the above-mentioned studies will carefully 
choose his recognition factors so that they come within 
the scope of the child’s interests and the child’s ability to 
memorize and recognize. He will, for instance, utilize 
symbols, such as animals, in preference to geometric 
forms, or geometric forms of a familiar type in prefer- 
ence to unfamiliar forms. He will use names and 
slogans that are easy to remember because they rhyme 
or sound metrical. 


Color Preferences 

Differences in brightness are reacted to by six months 
of age. Between that and one year, reds and yellows 
are discriminated. Blue and green are confused for a 
longer period, according to several investigators. Be- 
tween three and five years old, children seem more at- 
tentive to color as attributes of objects than to mere 
form. For instance, in the type of test devised by Stern 
(9) and repeated by Brian and Goodenough (10), a child 
is given, say, a blue cube and a yellow sphere, then a 
yellow cube with the task to match it. He will choose 
like-colored objects or like-colored surface forms. 

An investigation by Bamberger (11) disclosed that, 
in choosing books by the color of the cover, the younger 
children preferred rather crude, elementary color with 
a great deal of brightness. Older children prefer softer 
tints and tones. It was found also that blue was the 
favorite color, with red and yellow alternating between 
second and third places. 

An investigation made by Riker (12) showed some- 
what different results. The experiment was carried on 
by the use of color charts with the following results: 
Intense color came first, red having first choice. In- 
tense blue was second and a tint of red third. Girls 
liked more tints and shades than boys. Preference 
tended to change with maturity, particularly in grow- 
ing favor for blue and green. 

A summary of investigations for color preferences 
indicates that blue and red are the preferred colors. 
The majority of the studies showed that blue was pre- 
ferred to red. Holden and Bosse (13) found that blue 
rose in preference after the second year. Another in- 
vestigator found that girls preferred blue. Reavis (14) 
showed that red was preferred in the first four grades. 
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From “‘The Extent of Vocabulary in Young Children [Smith] 
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Rate of oral reading in Grades 1|-A to 
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FIGURE 8 DEVELOPMENT OF MEMORY FOR DIGITS 





From “Child Psychology” [Brooks] 


Polson (15) found that orange was preferred. Thus it 
will be noted that the child’s response to color varies to 
some degree. It will likewise be noted, however, that 
blue and red are favored far more often than other 
color tones. 

Gale (16) presents some interesting data on children’s 
color preferences. In her monograph on the subject, 
results of a test for single color preferences show a 
preference for orange, red-violet and blue in the order 
named. (See Fig. 1.) Red-violet may be considered 
a variation of red. Children’s color preferences shown 
by this test are similar to the preferences for orange, 
blue and red found by Polson. Although the composite 
number of choices for all the grades shows that orange, 
red-violet and blue are the first three preferences, the 
distribution of choices in each grade varies from these 
choices. Orange and red-violet have first and second 
place, respectively, in every grade but the eight. Blue 
has second place in Grade VIII. The greatest variation 
comes in the position given to blue. In Grade VII, 
blue has third place. In Grades II, IV and V, blue has 
fourth place and in Grade VI, blue has fifth place. 

Red and yellow are warm colors; green and blue are 
cool colors. When the single color choices are tabulated 
in groups of warm and cool colors, the choices for the 
warm colors in each grade outnumber the choices for 
the cool colors. Fig. 2 shows the comparison between 
the choices for warm and cool colors. 

Likewise presented in the Gale monograph is a test 
to determine children’s preferences for greyed and bright 
colors. Complementary color combinations were shown 
the children, both greyed and bright. It was found 
that for first choice, there is a definite preference. for 
the near complements in the red and blue-green series 
and the yellow and blue-violet series and a preference 
for the true complements in the blue and orange series 
of color combinations. The reason for including greyed 
colors in the complementary color tests was to deter- 
mine the amount of preference for greyed color and to 
locate the period of the most extensive use of greyed 
color. All three of the complementary color tests (red 
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and blue-green series, blue and orange series and yellow 
and blue-violet series) showed a very small number of 
children choosing greyed colors. See Fig. 3. This chart 
shows that the number of choices is very similar for 
grades IV, V and VI, but that a larger number of 
children choose greyed color in Grade III. 

Some obviously practical conclusions may readily 
be drawn from the data here presented. Certain colors 
are obviously to be preferred for children’s packages. 
Other colors are obviously to be avoided. Yet too 
slavish a following of rules is not necessary. While the 
packager who tries to attract the child will attempt to 
use the colors that children prefer, he will have to also 
consider the competitive situation in which he finds 
himself and such practical considerations as cost. 


Illustration Preferences 


An experiment conducted by Mellinger (17) disclosed 
some interesting information concerning children’s 
preferences for colored or black and white pictures, 
both realistic and conventionalized. The experiment 
was conducted as follows: 


1. In order to secure children’s choices of certain 
elements contained in pictures, an artist created 
18 large plates, according to certain specifications 
outlined by the investigator. Three subjects 
were used, an animal (elephant), a pine tree and 
a child (girl). Two styles were shown, realistic 
and conventionalized. Each subject and style 
was shown in black and white, two-color and 
three-color. The picture of the animal was done 
in black and gray for two-color and in black, 
gray and yellow for three-color. The pine tree 
in black and green for two-color and in black, 
green and purple for three-color. The girl in 
black and orange for two-color and in black, 
orange and yellow for three-color. 

There were 260 children on the first grade level 
tested, 275 on third grade and 286 on fifth grade, 
making a total of 821 tested. 


bo 














3. The study was concerned with the choices made 
by these children on the three selected grade 
levels, between pictures executed in black and 
white and pictures executed in two-color, be- 
tween black and white and selected three-color 
and between the same two-color and three-color, 
all in both realistic and conventionalized style. 


The results of this test were as follows: 1. The large 
differences in the choice indicate that children have 
definite preferences. 2. The children, on first, third 
and fifth grade levels, chose more frequently the pic- 
tures of the elephant, pine tree and girl in color than 
in black and white in the realistic style. First grade 
children chose more frequently the pictures of the girl 
in three-color, the pine tree in two-color and the ele- 
phant in two-color. Third grade children chose more 
frequently the picture of the elephant in three-color, 
the girl in three-color and the pine tree in two-color. 
Fifth grade children chose more frequently the picture 
of the elephant in three-color, the girl in three-color 
and the pine tree in two-color. See Fig. 4 for a compari- 
son in numbers. 

The conclusion is inescapable that package illustra- 
tion for children should be realistic, rather than con- 
ventionalized. A tree should look like a tree; a bird 
like a bird. Moreover, realism should be of a type that 
falls within the scope of a child’s experience. An illustra- 
tion which might seem realistic to the adult who has been 
to places and seen things that no child had seen might 
thoroughly lack interest for that adult’s son or daughter. 
On the other hand, a picture of a mythical or story-book 
character might have quanities of realism for the child, 
which it would not possess in the slightest for the adult. 








CTL 


Since color forms a vital part of the child’s visual 
experience, the use of color serves to make the illustra- 
tion more realistic to the child and, hence, the more 
colorful the illustration, the more likely it is to attract 
the child on both grounds—namely, color attraction 
and realism. 


The Collecting Instinct 

It seems that children have a tendency to approach 
any attractive object. These objects are very often 
put together, looked at in the mass, fingered and per- 
haps arranged. The objects gather value simply be- 
cause they are possessed and aimless collecting and 
storing of all sorts of valueless objects becomes a habit. 

Burk (18) found this tendency in evidence from six 
years of age through seventeen. The time of greatest 
prominence seems to be between nine and ten years of 
age when the average number of collections per child 
is 4.4. The thing collected seems to depend largely on 
the environment, the interest at first being merely to 
hoard something or other. The next stage involves 
rivalry and the aim becomes to outstrip others in point 
of numbers in the collection. In the third stage, some 
attention is paid to arrangement and order. 

It has been found that objects of nature precede both 
literary and aesthetic objects as materials for collection. 
Whitley (19) and Lehman and Witty (20) found an in- 
crease in interest, stimulated by rivalry, with a maxi- 
mum number of different things reported occurring a 
ages ten to eleven. Unbelievable quantities of things 
are amassed and the larger the hoard, the greater the 
satisfaction. Bottle tops, paper match holders, little 
pictures, string, stamps, bottles, coins, bags, cigar 
bands, etc., are commonly collected. 








Chronological Age 


FIGURE 9 
STRENGTH OF GRIP. RIGHT HAND 


ZULULU LL 





From “Child Psychology” [Brooks] 


FEBRUARY ¢ 1940. 37 














Age in Years 


FIGURE 10 
STRENGTH OF UPPER BACK 
AGES SEVEN TO TWELVE YEARS 
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The collecting instinct of children has been capitalized 
upon to a high degree by packagers. In former years, 
many firms enclosed within their packages premiums 
of various sorts which children would collect. This 
practice automatically served to produce a tendency 
toward resale of the product. However, today the prac- 
tice is largely restricted by legislation preventing the 
insertion of such articles in food product packages. 
Packagers have therefore turned to the package itself 
as an item for collection. Major breakfast food pack- 
agers, for instance, will make a portion of their cartons 
serve as a child’s collector’s item bearing illustrated 
story cards, sets of pictures, reprints of flags or insignia, 
parts of jigsaw puzzles or other such material. Fre- 
quently the package or the advertising may offer the 
child some collector’s item as a premium to be secured 
by the presentation and return to the advertiser of some 
portion of the package. Sometimes to build up multi- 
ple sales, the child is required to collect three, or five, 
or more portions of different packages in order to secure 
the desired premium. 

In other instances the package itself serves as a col- 
lector’s item. Assuming that tin foil is something that 
children wish to collect and that other materials are not 
as desirable, the packager of candies may have to 
weigh this consideration in deciding whether to utilize 
foil or another material as a wrap. While it must be 
understood that this is by no means the sole considera- 
tion—or even necessarily a major consideration—it is 
none the less one of the elements which should govern 
the packager’s choice, the weight allotted to it being 
dependent upon conditions varying in each case. 


Development of Muscular Strength 


After the age of 4 years, children begin to develop speed 
and accuracy, of voluntary movements. The ability 
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to make fine, well-coordinated movements naturally 
increases with age. It would, therefore, be logical that 
packages designed for younger children should, of ne- 
cessity, be simply constructed and of light weight. 
Strength of grip increases steadily through child- 
hood and during the teens. See Fig. 9. Boys at 12 can 
grip almost twice as much as at seven. At seventeen, 
they are almost twice as strong as at 12. Girls’ grips 
at 12 are twice as great as at 7, but at 17, only about 50 
per cent more than at 12. Boys are stronger than girls 
at all of these ages. The strength of upper back de- 
velops more rapidly from 7 to 12 than does strength 
of grip. The development of this is indicated in Fig. 10. 
The strength of the child is not a major factor with 
most packagers, for even the smallest child can lift a 
pound or two and has a sufficiently firm grip to hold 
the average container. When, however, bigger items 
are to be packed, such as sets of paints, toys, tool sets, 
etc., the packager will be wise to consider the physical 
factors involved. Can the child, in the age group for 
which the package is designed, be expected to lift the 
package as a whole? Can he be expected to hold it 
securely or should he be presented with a sectional 
package which he can lift piece by piece? In some cases 
it may even be found advisable to provide hand grips, 
wheels or casters for large packages, so that lifting can 
be facilitated or so that its need can be entirely elimi- 
nated. Such provision frequently converts the package 
into an intergral part of the product itself, as is the case 
with the small go-carts used to house children’s blocks. 
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I. The transparency of 
the closure, molded of 
cellulose acetate, is 
here clearly shown. Note 
how the powder colors 
the closure when in 
use on a container. Note 
also raised lettering 
of the word ‘“Sapolin.” 


Closures Form the Color Card 


mong the most difficult of products to package are 

gold, aluminum and colored bronze powders used 

for securing metallic effects on home decorated 
objects. In the past, various containers such as paper 
envelopes, glass tubes, bottles, etc. have been utilized, 
with designers emphasizing the attempt to get a con- 
tainer which would show the actual texture and color 
of the contents. Difficulties, however, were encoun- 
tered in filling, because of breakability, leakage, etc. 

The Sapolin Co., Inc., has recently introduced a new 
type of package which possesses a number of advan- 
tages, not the least of which is its relatively low cost. 
The new containers consist of a paper tube with a metal 
bottom and a transparent molded closure at the top. 
The package is easy to fill and to re-seal. The trans- 
parent closure takes on the color of the product within 
and thus is ideal for display, while the opaque side walls 
present a distinct advantage in that discrepancies in 
the bulking of various colors do not show as they would 
in an all transparent container. For example, a full 
ounce of gold powder varies considerably with an ounce 
of green or copper color powder. With the new con- 
tainer, each package shows a full measure because of 
uniform net weight, the net weight being clearly stated 
upon the label. 

Credit: Tubes by Cross Paper Products Corp. 
Closures by Boonton Molding Co. Closure material, 
Lumarith, manufactured by the Celluloid Corp. 
Labels by Joseph Zuckerman. 


Molded transparent acetate permits consumers a 
view of exact color of Sapolin Bronze Powder shades 


2. Counter carton presents powder and accompanying liquid 


as a unit, in the center, with a full range of colors shown 


through package closures arranged around the rim of the display. 
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Photography versus Drawings 


Choice of illustration should depend on your package’s 
special requirements rather than any general rules 




























he vogue for the use of photography as a medium 
of package illustration has shown a constant in- 
crease in the last five years. Not only has the de- 
velopment of direct color reproduction and of the color 
printing processes led to a vastly widened use of color 
photography, but even single color reproductions of 
photographic illustrations have shown an increase of 
several hundred per cent as applied to packaging. 
Frequently the use of photography has marked a 
substantial improvement in package design effective- 
ness. On the other hand, photographs have been mis- 
used on many occasions, in which a slavish following 
of the trend led packagers into an unwise selection of 
this medium of illustration. In short, there is a place 
for most every process in packaging and the question 
naturally arises, at this time, ““When to use photographs 
Dewtacns and when to avoid them?” 
E AR LVN E al In certain fields, the choice for photography is 
es att. " clearly indicated. When it is desired to show details 
CFLVINS ToGETHER with THE AMINO AC” of shape and texture which could not be easily repro- 
duced by ordinary methods of drawing, the photograph 
provides an ideal medium. This is particularly true 
in the textile field where the realism of photography 






















Three contrasting solutions of the same basic problem. I. The Ken-L-Ration package family utilizes 









a series of labels with illustrations of 24 different champion pedigreed dogs, so that a full range : 
of illustrations can be used to form a display center of interest. Illustrations here are photographic. 
2. Bonds17 Dog Food, packed in glass, utilizes drawn illustrations in color to present the most 
attractive picture of pup and full grown dog as a part of the label design. %B. Austin’s Dog Brek- it: 
Fest combines the two techniques to show the food photographically and the animal in drawing cl 
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4. Line drawing representation of the Whistling Tea Kettle 
is used by the Inland Glass Co., both from a desire for ac- 
curacy of detail and because of the use of a corrugated board 
carton. &%- Carefully rendered and infinitely detailed wash 
lines illustrate these Sloan Valve part cartons. Compare the 
detail on the lower left hand carton with the photograph of 
the product itself. ©. The lithographed can for Dic-A-Doo 
cleaner utilizes line drawings on its lid to present appli- 
cation for the product and a more elaborate rendering on 
the front of the package serves as a trade mark illustra- 
tion to identify the nature and the use of the product. 


permits manufacturers to show the detail of knitting 
the wooliness of the thread or the pattern for cloth. 

Photography—particularly color photography—finds 
its place in fruit and vegetable can labeling where ac- 
curacy of pictorial description is increasingly essential. 
Here, the color illustrations can show exactly the size, 
coloring, shape and texture of the product as it will 
appear when the can is opened or when the product is 
ready to be served on the table. Yet, this favorable 
presentation is gained without sacrifice of accuracy 
of detail and without subjecting the manufacturer to 
the accusation of painting a pretty—and perhaps de- 
ceptive—picture. 

Photography likewise comes in when it is desired to 
illustrate an animate form—human or animal—al- 
though here the older medium of illustration must be 
seriously considered and each case judged on its merits. 
On the other hand, the reader will note, from the many 
illustrations which accompany this article, that 
case after case appears in which the use of non-photo- 
graphic illustrations is essential. In many another 
case, when either photographic or non-photographic 
illustrations might be used, the weight of the evidence 
would seem to support the claims of those who advocate 
the drawn illustration rather than the photographic one. 
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7@- Book type boxes are not new, but as adorned with color 
illustrations, photographically rendered from ‘‘Gone with 
the Wind,’ Nunnally’s Scarlett chocolates appear in a truly 
distinctive package. 8-9. With illustrations taken re- 
spectively from a cartoon strip and the Walt Disney produc- 
tion, ‘‘Snow White,” these packages must naturally rely upon 
color reproduction of drawings rather than upon photography. 


Consider, for instance, products requiring diagram- 
matic illustrations—exact representations of that 
which is contained within the sealed package. Such 
detailed drawings cannot be replaced readily by photog- 
raphy, for the presentation of some details requires 
the simplification or illumination of others and the 
camera is far less fitted to do this job than the artist. 

Another type of illustration, by its very nature, re- 
quires a non-photographic type of treatment. We 
refer here to the increasing number of packages which 
utilize cartoon illustrations either taken from comic 
strips or animated motion pictures or specially created 
for purposes of package illustration. Such humorous 
cartoon representations are familiar figures and defy 
photographic reproduction. In contrast, an increasing 
number of seasonal packages, particularly in the con- 
fectionery trades, tie-in with motion picture promo- 
tions. These quite logically utilize photography. 

On the borderline between these clear cut groups 
are numerous instances where both types of illustra- 
tion might be utilized, but a careful examination of 
each special case will show a preponderance of factors 
favoring one or the other. An interesting case in 
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point is demonstrated by a comparison between the 
two golf ball packages illustrated. Golf balls are 
traditionally packed in cartons or set-up boxes holding 
a dozen balls, with interior packages holding the balls 
in units of three. For the Crax-Par line of L. Bam- 
berger & Co., the interior package is a folding carton 
and hence the balls themselves are in no way visible 
to the consumer. To picture the surface of the balls, 
it was therefore necessary to call upon photography, 
both for the decoration of interior cartons and for the 
outside box. 

The same company’s Whirlwind line of balls, how- 
ever, is packed in sets of three upon little set-up box- 
board trays with a transparent cellulose overwrap. 
The balls are thus clearly visible and no illustration is 
required for the interior package. In this instance, 
the exterior package design utilizes a drawn representa- 
tion, diagrammatic in nature, as a small portion of the 
general design. 

Sometimes photography and drawing can be com- 
bined to achieve attractive effects, particularly when 
it is desired to emphasize one particular portion of the 
illustration. An instance of this sort is found on the 
package for Austin’s Dog Brek-Fest. Here photo- 


10. What could be more logical than the wrap 
of this set-up box which demonstrates with photo- 
graphs and line drawings the use of the product. 
Il. Contrast between photographic and drawn 
illustrations is instantly apparent when one views 
these two Bamberger golf ball boxes. 2. Four 
examples of drawn illustrations which, for vari- 
ous reasons, are more effective than photo- 
graphs would be on these particular packages. 
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13. Line illustrations cleverly combine with a die-cut 
to produce this dramatic demonstration of product appear- 
ance, permitting the customer to feel the quality of the 
merchandise, see the pattern and get a good general idea 
of the ultimate appearance when made up into a dress. 
HA. Photographic reproduction of statuary appear on both 
the Venus pencil box and the Pepperell sheet container, 
the dramatic qualities of both being emphasized by a wise 
choice of background colors. 18%. For a package de- 
sign for continued use on the desk or library table, a 
color rendering of an old hunt print provides a far 
more dramatic appearance than in any photograph. 


graphic reproductions are used to present a very clear 
picture of the product itself as it appears in the dog’s 
bowl. The animal illustrations, essential to aid in 
identifying the product as dog food and effective in 
attracting the attention of dog lovers, are not, however, 
rendered photographically. They are illustrated by a 
reproduction of a drawing, the photograph and the 
drawing being tied together to form a single illustra- 
tion on the front panel of the carton. 

Frequently startling effective illustrations can be 
secured by non-photographic means—illustrations 
which have virtually photographic realism. The 
two-color wrap for Virginia Flagg chocolates is an in- 
stance of this sort, for here an attractive lace doilie 
design is reproduced in pure white against a deep color 
background by the simplest of printing methods. An- 
other case in point is the label for Wine Shag tobacco. 
The sponsors of this package utilize the slogan “Folks 
Everywhere Like It’ and hence they illustrate the 
slogan by making the 'back- (Continued on page 91) 
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Shipping Precision Instruments 


n receiving a shipment of delicate instruments, the 
consumer is usually prepared to remove yards and 
yards of protective packing materials. But the 

customers of The Foxboro Co. receive a pleasant sur- 
prise when they open a package containing Foxboro 
pressure spring movements, for, while full protection is 
afforded to the delicate mechanism, the packages are 
simplicity themselves. 

Until July 1939, the springs were shipped in wooden 
boxes, the units being fastened to the box bottom by 
means of short screws and bolts, but damage occurred, 
nevertheless because of the inability of the wood to 
absorb impact shocks received in rough handling. 

The new containers are metal edged boxes of full 


2. Detail of the construction of interior 
protective boards is here clearly shown. 
Note the extreme simplicity of the arrangement. 











I. To identify the con- 
tents of these protective 
containers, The Foxboro 
Co. uses a design and color 
arrangement similar to the 
designs previously used on 
advertising and other Fox- 
boro packaged products. 


Simple construction—properly engineered— 
cost less, weigh less, break less and look better 


telescoping construction, attractively printed. The 
mechanisms are mounted to cardboard inserts which fit 
snugly into the box, an additional folding insert being 
used to hold the instrument rigidly in place when the 
box is closed. A single size and shape of box was found 
suitable for a wide range of the many different sizes 
represented by the springs with their pre-formed capil- 
lary tubing and connections. 

Experience has proved that the fibre boxes are able 
to endure very rough handling and protect their con- 
tents against shock and vibration. From the angle of 
economy, it was found that the unit cost for packaging 
was reduced almost 50 per cent because of lower material 
cost and the reduction in labor cost for packing. 
























“‘Esskay”’ pork sausage is marketed in five differently decorated white glass bowls with illustrations 
taken from the movie ‘‘Gulliver’s Travels.’’ Label information appears on the cellophane overwrap. 


Lilliput Yor Lilliputians 


hile packagers in other fields have found a satura- 

tion point approaching for some types of reuse 

packages, manufacturers who put up their prod- 
ucts in packages reusable as part of the household 
supply of dishes and glassware seem to have struck a 
bottomless lode. Whenever consumer desire for such 
packages seems to lag, a change in design is sufficient to 
re-establish the premium value to capitalize again on 
the collecting instinct of housewives. 

One of the most recent to adopt a decorated premium 
package is The Wm. Schiuderberg-T. J. Kurdle Co., 
which has recently placed upon the market 1-lb. por- 
tions of its ““Esskay” brand pork sausage in white 
bowls decorated, in blue and red, with five combina- 
tions of characters from the recently released animated 
cartoon motion picture, titled “Gulliver’s Travels.” 
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Gulliver’s Travels tie in with release 
of movie to attract hard-to-feed tots 


Initial marketing efforts were timed with the release 
of the motion picture in December of 1939 and a peak 
consumer interest was thus available to aid in launching 
the product on its way. The brand name and company 
name, as well as all other necessary data, appear on the 
package printed upon a transparent cellulose hood. 
Thus the bowls bear no advertising matter and are fully 
acceptable as children’s dishes in the average home. 

From the packer’s standpoint, the wide-mouth bowl 
is easy to handle and makes a most attractive appear- 
ance on display in the retail store. 

While the product is hardly one designed to appeal to 
or to be fed to children, the package has been given a 
child appeal through the adoption of the Gulliver theme. 

Credit: Bowls designed, manufactured and deco- 
rated by the Hazel-Atlas Glass Co. 
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Packages fade in appeal with the years. Very few of them however, 
reach the antique stage. For BURT designers are usually called in by 
leading box and carton users even before extensive refurbishing 
seems due. 

And there’s a first class reason why innumerable package users 
rely on BURT advice: Only a box factory with our volume and re- 
sources can afford to retain the permanent, full time services of profes- 
$e} eed Mme ahh d oLey att (-t-Mos 0M ole (ol <oce(-MRel-1-}lepell 

These services are yours at all times without charge or obligation. 
and regardless of whether your orders are by the truckload or the 
foxeatel Cole col 

And in the same way, for either small or large lots, unique BURT- 
designed specialized box, carton, ‘and display machinery can bring 
you new quality and economy. 


F. WN. Rurt Company, Ine. 


500-540 SENECA STREET, BUFFALO, N. Y. 


NEW YORK CITY PHILADELPHIA NEW ENGLAND 
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ome products require only the most standardized of 
package forms. For them design is, of necessity, a 
matter of surface decoration. But the Industrial 
Tape Corp. found itself confronted with a designing 
problem of a different nature entirely. Its packages 
must protect an unusual product and must make its 
storage and utilization, by dealer and consumer, con- 
venient and economical of both space and time. 
Because the solutions—in both metal and paper 
packages—have been mechanically correct, the package 
appearance likewise steps out of the ordinary to achieve 
a distinctiveness in the consumer’s eye. 
A folding carton for dispensing Permacel paper mask- 
ing tape has been designed with a central core formed by 
the carton flaps which keeps the product anchored in 
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Functional Design ts food Design 


Following this rule gives product protection plus 
eye appeal to Industrial Tape Corp. packages 





the middle and away from the four sides of the carton, 
thus protecting the delicate tape and insuring its re- 
ceipt by the ultimate consumer in its original form, 
free from dents. 

The metal packages for Texcel transparent tape uses 
depressions in the cover and bottom of each can to 
hold the roll securely in the center of the container so 
that it cannot rest on either its edge or surface and thus 
become distorted. 

On both types of packages, information as to tape 
sizes appears on the edge rather than on the top of the 
package so that it may be readily distinguished when 
packages are piled on top of each other on the shelves. 

Credit: Cartons by Robertson Paper Box Co., Inc. 
Cans by Continental Can Co., Inc. 


I. An ingenious series of carton 
folds provide a core at the cen- 
ter to hold the tape roll firmly 
in place and prevent its damage 
in shipment. In use, this core 
serves as a spindle for the dis- 
pensing spool. 2. Metal cans 
for transparent tape are indented 
on top and bottom to hold the tape 
away from the walls of the con- 
tainer and thus protect the deli- 
cate material. Sizes are identified 
by a legend on the side of each can. 
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ESILIENT, lively cork- 
wood—accurately cut and 
shaped—provides your product 
with good, old-fashioned secu- 
rity, when you use Armstrong’s 
Embossed-Top Corks. It pro- 
tects your product against leak- 
age and evaporation. 

But Armstrong’s new Em- 
bossed-Top Corks do _ more. 
They’re modern merchandisers 

. . - because of the way they 
provide additional style for the 
package and convenience for the 
user. These modern corks are 
equipped with sturdy wood tops. 
They’re handsomely embossed, 
in attractive two-color designs. 
And, if you wish, your own name 


or private design can be repro- 
duced on the wood tops. 
Armstrong’s Embossed-Top 
Corks also increase package-ap- 
peal in another important way 
. - convenience. A simple twist, 
with one hand, is all the effort 
required to remove or replace 
one of these handy corks. Cus- 
tomers appreciate this conven- 
ience. Let us send you free 
samples and prices. See for your- 
self just how Armstrong’s Em- 
bossed-Top Corks will help to 
dress up your package. Write to 
the Armstrong Cork Company, 
Glass and Closure Divi- 
sion, 916 Arch Street, 
Lancaster, Pennsylvania. 


ARMSTRONG’S EMBOSSED-TOP CORKS 


FEBRUARY « 1940 
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Loose-Wiles Biscuit Company’s attractive new packages for 
| Sunshine black walnut cookies lend themselves nicely to 

display in the retail store. Reproductions of the cookies I 
form the panel design on the cartons, these reproductions ( 
being so placed as to effect an interesting mass repeat design 
when the packages are placed adjacent to each other as illus- 
trated. Cartons designed and manufactured by Robert Gair 
Co., Inc. 
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The Lavista Sponge Traveler, distributed by Maurice Levy, 
She 9 is a slim, compact transparent acetate package containing : 
WSs ten sponges. The Lavista sponge is an ingenious little 7 
SASS compressed disc which, when put into water, emerges into 
a full-sized washcloth. The transparent acetate container y 
simulates a miniature suitcase trimmed with blue straps and 
handle. The package opens on the side, thus assuring easy 
accessibility as well as complete protection from dust and foreign 
particles. Emulating foreign labels, concise directions for use 
I are scattered jauntily over the complete package in red and blue 
patterns. Transparent material, Vuepak, manufactured by the it 
Monsanto Chemical Co. tl 
g! 
The Eisenstein Products Co. has devised this handy Porce- lo 
3 ment kit for repairing small chip-outs on porcelain and Ww 
enamel fixtures. In the three glass vials, labeled A, B and m 
C, are Porcement powdered cement, mixing liquid and pe 
porcetone enamel. The vials, together with accessory items, A 
fit into the small set-up box to provide a compact and handy 
kit for home use. Vials by the Kimble Glass Co. 
A new type of consumer package for New York State apples | 
4 is being used in retail chain and self-service stores. The box 
illustrated, utilized by Jones Apple Orchard, can be opened 
up to show the contents and then closed and automatically He 
locked. A strong handle transforms it into a convenient carry- 3 : 
ing case for the consumer. Cartons designed and made by the PI 
Syracuse Containers Division of Robert Gair Co., Inc. pee 


in Pliofilm bags. When the towels are removed, the con- 
tainer may be utilized by the consumer as a refrigerator bag 





i Startex Mills, Inc., are now presenting their kitchen towels 
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for food products, since Pliofilm has the qualities of being 
odorless and moisture-proof. Four or six towels are contained 
in each bag, the towels being so folded as to show the colorful Gi 
border pattern. Visible through the Pliofilm is a paper label By tai 
identifying the product and bearing informative data concerning e for 
the product. Likewise visible is a small folder which warns the a ele 
consumer not to tear or destroy the package. Inside of the @ pu 
folder is found many suggestions for uses to which the bag may Fs] sea 
be put. Pliofilm, a product of Goodyear Tire & Rubber Co. ca air. 
Bag fabricated by Protex Products Co. ch san 
‘ Mc 
This package has been so replanned as to make it possible for : phe 
f the lid and box to be assembled in such as way as to form a wo! 
counter display. The original lid was printed on the top Cel 
only. The new lid incorporates printing on the side so that Mu 


when it is inverted to form a display, the printing is in a readable 
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position. The Schratz Chemical Co. reports an increase in sales 
for its Perfumed Bath Bombs since this slight but important 
change was made. The bath powder is contained in transparent 
capsules set in a die-cut platform in the set-up box. Box by the 
Paper Package Co. 


to its line of beverages. A stock bottle is utilized because it 

was found to be easily handled on the production line. After 

a thorough study of color schemes, one composed of copper 
and two shades of brown was chosen, with white highlighting the 
most important copy. The layout of the label is planned to per- 
mit good readability as well as distinctive appearance. The 
closure, under the aluminum capsule, is executed in a color scheme 
harmonious with the rest of the package. Designed by Thomas 
D’Addario. Bottles by Owens-Illinois Glass Co. Foil capsules 
by Aluminum Co. of America. Labels by Reynolds Metals Co. 
Closures by Bond Manufacturing Co. 


7 The Feigenspan Brewing Co. has added Brilliant Brown Ale 


Freeze container redesigned to emphasize the reliable service 

feature which ties in with the company’s publication and 

radio advertising. Thus a drawing of a service man appears 
on the front face of the container to symbolize readiness to serve, 
while the words “‘reliable service’? appear under the drawing. 
The company’s trade mark appears on the back panel of the can 
which is executed in white with blue lettering and trim. 


f The Commercial Solvents Corp. had its Nor’Way Anti- 


Master Craftsmen wax and polish in containers suitable to 

make these as intrinsic as possible a part of furniture sales. 

The importance of the design in these packages lies in its 
interpretation of the feeling of fine furniture. The wax can and 
the upper half of the polish can simulate the quality of finely 
grained mahogany with marquetry lines to add distinction. The 
lower half of the polish can reproduces the color of brass hard- 
ware. The thistle displayed on each can is the Sloane trade 
mark. Both containers are air-tight. The funnel mouth on the 
polish can twists to form a drip pourer. Containers by the 
American Can Co. 


Q W. & J. Sloane recently decided to market Sloane’s own 


utilized by the Elmo Sales Corp. for its Ralo powder. An 

air-tight cover, molded of ivory Plaskon, protects the con- 

tents from the caking effects of moisture and insures a more 
permanent fragrance. A blue plastic base eliminates the possi- 
bility of the powder sifting through and littering the dressing 
table. In the center of the cover top appears the trade name. 
Plaskon a product of Plaskon Co., Inc. Box molded by Arm- 
strong Cork Co. 


10 Several advantages are incorporated in the new box being 


cans which received sales resistance on three counts: (1) 

the can required a can opener to open, (2) customers could 

not see the product they were buying and (3) it was incon- 
venient to open the can to obtain the contents. The new con- 
tainer, manufactured under a process known as ‘‘visible canning,” 
for which patents are pending, eliminates all these undesirable 
elements. An ordinary can body is utilized, but the top is 
punched, the hole being covered with a moisture-proof, heat- 
sealing cellophane. The cellophane is so inserted as to assure an 
air-tight seal. Thus the product is fully protected and, at the 
same time, the consumer is able to see what she is purchasing. 
Moreover, the can is easily opened, finger pressure on the cello- 
phane being sufficient to break it. Designed by John S. Duck- 
worth for National Quality Foods. Can by American Can Co. 
Cellophane by E. I. du Pont de Nemours & Co., Inc. Labels by 
Muirson Label Co. 


| Polly-Pops popcorn was previously merchandised in tin 
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restyled its line of cartons and bags, introducing brighter 

colors for greater eye-appeal and adapting the original 

elements which made the packages distinctive. The new 
design features a medallion printed in blue and outlined in red. 
It contains an improved rendition of an illustration of Benjamin 
Franklin and emphatic type presentation of the words ‘‘Franklin 
Cane Sugar.’’ The grade and weight of sugar in each consumer 
package are printed in red under the medallion. The layout 
theme provides for a listing of the various grades of sugars pro- 
duced by the company and descriptions of their uses to appear 
on the back panel of the packages. Designed by Arthur S. Allen. 
Bags by the Bemis*Bros. Bag Co. Cartons by the Brooklyn 
Cooperage Co. 


(? After some 40 years, the Franklin Sugar Refining Co. has 
root 


FRANKLIN 


have been The Pure Food Mfg. Company’s effort through 

the years. A spot labeled, friction top pail was utilized 

for a time and then a hand-painted and spot labeled con- 
tainer was utilized. A wrap-around paper label was adopted 
next and now the company has restyled its container again, using 
a lithographed can. To the left may be seen the new package as 
contrasted with the can at the right which has a paper label. 
The lithographed can gives a cleaner appearance since it cannot 
be scarred as can the paper label. Container by Continental 
Can Co., Inc. 


(3 Improvement in the package as well as cost of handling 


package known as the ‘‘Shocking Book of Hearts.’’ The 

container is bound in rose and silver satin with the perfume 

bottle cradled in satin. With the bottle removed, the 
Shocking Book of Hearts container fills the admirable purpose of 
holding jewelry and all the small whatnots which accumulate on 
the average dressing table. 


{4 Shocking perfume from Schiaparelli comes in a book-type 


comparatively new product in the cosmetic field. In an 

effort to acquaint the feminine public with this new cos- 

metic, the company adopted this sample package to send 
to a selected list of women. Three of the facial cream capsules 
are found in a die-cut card within a set-up box. On the card is 
a photographic reproduction of the regular sales package. Thus 
recipients of the sample package not only get an opportunity to 
try the cream, but likewise become acquainted with the appear- 
ance of the package itself. 


1) Capsulcream, a product of Margaret Brainard, Inc., is a 


are presented in a gift package which combines a set-up 

box base construction with a transparent lid. The trans- 

parent top permits the consumer to see the product she is 
purchasing, while, at the same time, protecting the towels from 
handling and dirt. The transparent cover and attractively 
decorated base make the package well adapted for reuse as a 
closet box for hats, handbags or furs. Transparent material, 
Vuepak, supplied by the Monsanto Chemical Co. Box by the 
Old Dominion Box Co. 


[6 Fieldcrest towels, a product of Marshall Field & Co., 
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@ Buying folding cartons sixty years ago 
meant taking the seller's size and style, un- 
printed. Even identity came only through 
the one color label pasted on them. 
Visual values were made practical with 
multi-color rotary presses and two revolu- 
tion flat beds—that sped up to 3000 im- 
pressions an hour. This colorful develop- 
ment has reached the point today where 
folding cartons challenge packages of 
































pasted papers, of metal, even of wood! For 
sales making and economy, folding cartons 
must be considered first. When consider- 
ing them remember that clever cartons de- 
serve Ridgelo clay coated boxboard—all 
others need it. 

For protective and decorative boxboards 
send your problem to Ridgelo.. . the 
shortest way to the best solution. 

Suppliers to Independent Converters. 


Ridgclo 


BOXBOARODS 


MADE AT RIDGEFIELD, N. 
BY LOWE PAPER COMPANY 





Baltimore e Bradner 





Smith and Company and Mac Sim Bar Paper Company, 
Zellerbach Paper Company, Pacific Coast 


J. 


Chicago 


A. E. Kellogg, St. Louis 












The new dispenser as utilized on Kleer- 
Vu lens cleaner. Finger pressure on 
the bulb, molded integrally with the 
rest of the closure, causes the ejection 
of the fluid through the small rubber 
pipe. The pipe is closed when deliv- 
ered to the consumer, the latter tear- 
ing off or cutting off the conical tip. 


( Rubber Dispensing Closure 





he need has long existed for convenient devices for 

dispensing of liquid products in a small stream or 

spray or in drops as desired and numerous inven- 
tions along these lines appeared in recent years. Most 
of these, however, have been designed for the larger 
types of packages used as kitchen or table items or for 
dispensing lotions, window cleaning fluids and similar 
items for home use. A new type of device, known as 
Pump-ett, has recently made its appearance, finding 
its first user in the Kleer-Vu Chemical Co. 

The closure consists of a molded soft rubber unit with 
an integrally formed rubber bulb and a spray pipe. 
The units may also be made in synthetic rubbers when 
the nature of the product requires resistance to quali- 
ties provided by these newer rubber type materials. 

Operation is simple, finger pressure upon the bulb 
causing ejection of the spray or stream of liquid. Con- 
trol of the stream is effectuated primarily by pre- 
planned control of the orifice in the spray pipe. The 
user can exercise control within the limits set by this 
pipe orifice and the size of the bulb by adjusting finger 
pressure. The device is utilized in conjunction with 
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ew ‘“‘dropper-sprayers”? need not be 
on from the container for operation 





standard design single perforated caps, either in plastic 
or metal. Other types have a skirt which fits down over 
the neck of the container, thus dispensing with the need 
for the previously mentioned caps. To effect tight 
seal, metal or cellulose bands may be utilized. 

Credit: Pump-ett closure made by R & W Service. 
Plastic caps by the Anchor Hocking Glass Corp. 


Various sizes are available in both skirted and unskirted models. 
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At the left, the skirt marker isshowninuse. At the right are seen the attractive transparent 
chalk containers with one unit ready to be screwed into the dispensing receptacle. 


“tadgets” That Make Sales 


n designing a shelf package, a manufacturer starts 
with his job half done—for thousands of others 
have already worked out the basic principles of 
packaging merchandise for counter and shelf pres- 


entation. But every so often designers must start 
from scratch to explore completely new fields. They 
must “invent” packages, rather than “design” them. 
Two outstanding instances of successful package in- 
vention have recently come to light. In one case, the 
Singer Manufacturing Co. has developed a novel and 
unique method for packaging chalk used in conjunc- 


A valve and trigger 
arrangement is used 
on the waxer to dis- 
pense desired quanti- 


ties of wax directly 
from the container on- 
to the floor adjacent 
. to. the waxing mop. 
x . % 
te ; 


Not every package needs shelf appeal 
to win the approval of the housewife 


tion with a marking device to aid in determining skirt 
lengths when alterations on dresses are to be made. 
The device itself is not new in principle, but previously 
existing models always presented difficulties because 
the chalk powder, which is sprayed in a line to the 
desired height along the skirt, had to be placed into 
the spraying device. Since the chalk is very light 
and powdery, the very act of filling the device usually 
created a white cloud of chalk dust which was hard to 
clean away and, hence, was most undesirable in either 
the home or the tailoring establishment. 

The new device is designed on the refill principle. 
The sprayer unit has a metal closure-fixture like a 
threaded single shell cap. From the center of this cap 
there protrudes a short pipe which carries the air into 
the powder receptacle and thus blows the powder out 
of the marking orifice. The powder receptacles are 
transparent cellulose derivative containers, with paper 
closures similar to milk bottle caps. The protruding 
pipe punctures this closure when the container is 
screwed into the cap. Thus a new container may be 
put in place and the powder reservoir renewed without 
any of the mess and bother that was formerly an un- 
desirable but necessary incident to the utilization of 
devices of this particular sort. (Continued on page 94) 








The right kind of package will get shelf 
space .. . display space that is worth 
money to you. Heekin Metal Lithography 
has pushed many a product out in front 
on counters and dealer shelves. The right 
kind of color . . . a smartly designed 
package . . . is a part of the Heekin 
Service to you. Heekin Colors on metal 
are true and lasting . . . our customers 
know that .. . but do you know it? We 
would like to tell you more about it. 


The Heekin Can Co., Cincinnati, Ohio 





heekin cans 


WITH HARMONIZED COLORS 








Three types of packages being utilized by Schnefel Bros. Corp. for the presentation of its La Cross Scarlett 
O’Hara line of manicure preparations. The set-up box to the left has a drop front, the interior being equip- 


ped with platforms so that the box may be used as a counter display. 


Individual bottles of nail polish are 


displayed in containers with transparent hoods. The book-type package bears the title ‘‘Gone with the 


Wind” on its front cover, the lettering being executed in red against a background simulating fabric. 


(.W.T. W—ntelligently Utilized 


carlett O’Hara’s life story is spread over a thou- 

sand pages in the book “Gone with the Wind.” 

Scarlett O’Hara dominated 3'/. hours on the 
screen. And Scarlett O’Hara is found today on thou- 
sands of counters. The flower of the old south has 
turned salesgirl and Vivien Leigh’s impersonation of 
her is guaranteed to sell everything from candy to nail 
polish, from stockings to soda crackers. 

Seemingly, the little lady is all-powerful and the 
touching faith with which so many packagers turn to 
her would indicate that they expect her to make sales 
turn handsprings and to win consumers’ hearts quite as 
easily as she did those of the gallants in the old days. 
To put it very bluntly, some people are doing some 
pretty crude package designing in the expectation that 
nothing else will matter as long as the movie tie-in is 
there to give the package a free publicity ride. 
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La Cross packages reflect no mere *“‘movie tie-in” 
—but a well-planned, timely promotional program 


Not so, however, in the case of Schnefel Bros. Corp., 
manufacturers of La Cross manicure preparations, 
for they have gone to town with a carefully thought 
out and carefully presented line of packages and dis- 
plays, each of which might well stand up as an example 
of good design and sensible merchandising even if 
no direct tie-in with the publicity “wow” of the 
century existed. 

Particularly interesting is the carpet bag set, a cloth 
case designed to resemble the traditional carpet bag 
linked in memory with the reconstruction days. On 
opening the zipper closure, a set consisting of two 
shades of polish, polish remover, cuticle remover and 
implements appear, enclosed in a matching fabric 
folder with snap button lock. The carpet bag might 
well be put to use as a utility bag after the fabric folder 
containing the manicure accessories has been removed. 
































To identify and brand the product, a string tie tag is 
utilized bearing a picture of Vivien Leigh and the 
necessary identifying information. 

The combination package is a standard La Cross 
set-up box with drop front and interior platforms, per- 
mitting its use as a display. The box, however, has 
been modified by the substitution of a reproduction of 
Scarlett O’Hara on the front panel in place of decora- 
tions previously utilized. 

A third package, in the shape of a book, has a ‘Gone 
with the Wind” front cover and presents the products 
inside on a die-cut platform to which they are securely 
held by elastic cords. Individual bottles of nail 
polish are presented for display purposes in packages 


consisting of paper covered bases of set-up box construc- 
tion with transparent acetate hoods. 

Display design centers not so much upon the product 
as upon dominant illustration of Miss Leigh at her 
most beautiful. The display units are of simple con- 
struction, having an easel in the rear to hold the dis- 
play panel in upright position. 

Credit: Bottles by Carr-Lowrey Glass Co.  Clo- 
sures by Armstrong Cork Co. Box with drop front by 
F. N. Burt Co., Inc. Book type box by Kiernan and 
Hughes. Transparent material, Lumarith Protectoid, 
manufactured by the Celluloid Corp. Hoods fabri- 
cated by the Hygienol Co. and distributed by Maurice 
Levy. Displays by the Barton Press. 


The carpet bag is made of a colorfully patterned fabric with leather handles. In the inside of the 
bag is found a matching fabric folder in which the various bottles of nail preparations are found. 
The display pieces utilized to introduce the new Scarlett O’Hara line are simple in design and con- 
struction, major emphasis being placed upon Vivien Leigh who impersonates Scarlett O’Hara. 
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Consumer-Retailer Council ' 

Formation of what is believed to be the first joint 
advertising committee representing all viewpoints on 
a national scale was recently announced by the National 
Consumer-Retailer Council through Harold W. Bright- 
man, vice president of L. Bamberger & Co., and chair- 
man of the Council. The purpose of the committee, 
Mr. Brightman declared, will be to promote the use of 
“more truthful and factual information in advertising.” 


Representatives of more than a dozen national 
groups will collaborate in the work of the committee. 
Included are the American Assn. of University Women, 
the American Home Economics Assn. and the General 
Federation of Women’s Clubs, representing the con- 
sumer; the National Retail Dry Goods Assn., the 
American Retail Federation, the National Assn. of 
Food Chains, the National Assn. of Better Business 
Bureaus and the National Shoe Retailers Assn., repre- 
senting the retailer; and the Assn. of National Adver- 
tisers, the American Assn. of Advertising Agencies, the 
Advertising Federation of America, the Advertising 
Bureau of the American Newspapers Publishers Assn. 
and the national magazines representing the adver- 
tising industry. 

By cooperation and by representation of all interests 
concerned, this committee hopes to develop improve- 
ment in advertising practices. 

Pointing out that the National Consumer-Retailer 
Council is not set up to advocate any particular point 
of view, Mr. Brightman said it constitutes a “forum.” 
“We have learned during our two years of experience 
that through frank discussion around the Council 
table does come mutual understanding upon which a 
program can be based to insure an economic develop- 
ment satisfactory to all interests concerned.” 

The Council noted that two of the most constructive 
and significant developments of the consumer move- 
ment during the last two years were the willingness of 
the great national women’s organizations to cooperate 
with business through the agency of the National 
Consumer-Retailer Council and recognition by business 
that “sensible cooperative efforts to improve business 
practices, including advertising, can no longer be con- 
strued as attempts to destroy business.” 
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Stamp Plan Extension 


Rumors of extension of the food stamp plan (previously 
discussed in these columns) come a step nearer reality 
with the announcement that the Federal Surplus Com- 
modities Corp. has available about $14,000,000 to be 
used in the distribution, via a stamp plan, of excess 
cotton in the form of shirts, underwear, dungarees, 
stockings, etc. 

Stamps redeemable in cotton textiles shortly will be 
issued to relief families in selected areas, probably in 
the same cities where the food stamp plan is now being 
utilized. This latter procedure is anticipated since the 
necessary organization communities exists in these to 
facilitate extension of the plan. 

A number of questions still remain to be answered 
although representatives of cotton growers and the 
textile industry, who have been called into consultation, 
favor the experiment. Principal point of disagreement 
was over the question of what items of clothing should 
be selected for distribution and what quality of goods 
the unemployed should be allowed to buy. 

The cotton plan would operate through regular retail 
channels in a manner identical to that of the present 
food stamp plan. Dry goods and department stores 
would participate and thus manufacturers and indus- 
trial workers, as well as cotton farmers, would benefit. 
Stores would exchange the stamps for cash put up by 
the Federal Surplus Commodities Corp., sales being 
made at full retail prices. 


Warning Statements 


As a guide to cosmetic and drug packagers, Chief 
Walter G. Campbell of the Food and Drug Administra- 
tion has issued a memorandum on warning statements 
as required under Section 502 (F) (2) of the Federal 
Food, Drug and Cosmetic Act. This list, covering the 
most common drugs requiring warnings, provides 
phrasings which will be required by enforcement agents 
in their examination of redesigned package labels. 
While the list is not complete, makers of products other 
than those named can get from it a clear idea of the 
nature of the warnings required. Copies may be ob- 
tained from the Food and Drug Administration, De- 
partment of Agriculture, Washington, D.C. or from 
local enforcement officials. 
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I. A simple motion unit is utilized here to give the illusion of the dog tugging at the brush bristles, thereby 
emphasizing the toughness of the product. 2. A continuously revolving disk mounted behind the display 
front carries a running story about the product. Motion or light alone or a combination of the two may be used. 


Motion—and How to Use It 


by JACK R. DEBACHER and WILLIAM B. SCACE* 


Careful observance of basic engineering principles is essen- 
tial if successful motion unit applications are to be secured 


n advertising, the point-of-sale display is assuming 

new importance as an integral and vital part of 

forward-looking merchandising methods. The dis- 
play has proved its merit in the past and bids fair, in 
view of countless improvements and refinements in the 
modern technique, to command an even more important 
position in the future. But, of course, the juicier the 
plum, the more fingers that itch for it and the press of 
competition grows more and more severe. 

We refer not only to the competition between alterna- 
tive designs offered to the buyer of displays, but more 
particularly to the even keener struggle at the point of 
sale for display space. Obviously no display, however 
well conceived, can do a selling job if it fails to see the 
light of day and sheer weight of numbers frequently 
consigns otherwise well designed displays to the refuse 
heap. 

The animated display offers one solution to both of 


* Display Motion Division Speedway Manufacturing Co. 





these competitive problems. The manufacturer of dis- 
plays has not only something different to sell, but the 
possibilities inherent in an animated display open a 
broad new field for ingenuity and resourcefulness on his 
part. The buyer of display material is offered a type 
of display that is differentiated from the ordinary and 
is readily accepted as unusual and worthwhile by the 
dealer. He is offered a display that, potentially, may 
command dealer space and customer attention. 

Of course, animation units are not new. Even be- 
fore the press of competition forced more and more 
display men into the field of motion display, .many 
companies experimented with motion displays without 
the happiest of results. They found, apart from their 
expense, that motion displays required careful mechani- 
cal designing and engineering—specialized skills not 
ordinarily found in an artist or in an organization ca- 
pable of creating artistic displays. The artist who is 
also a mechanic is a rare creature indeed. 
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Manufacturers of display motion equipment have 
solved the first problem—expense—by making units 
whose price comes well within the range a large user 
can pay. Several reliable manufacturers of motion 


33. Either a disk or a drum may be divided into sections, 
each section bearing a message concerning the product. 
Sections pause as they come to the front. 4. The dis- 
play front may be equipped with a vision opening, two 
cards bearing messages alternately positioned behind the 
opening. - Packaged products, grouped on a moving 
turntable top provide an animated display that is effective. 
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mechanisms now offer low-cost units to the field. The 
other problem was more difficult to solve. Makers of 
motion units realized that close cooperation between 
themselves and the display designers at every stage of 
development, until the display emerges complete, was 
desirable. As a result, several companies in the field 


offer a complete technical service to the makers and 
users of quantity motion displays. This arrangement 
insures that every phase of the motion display is under 
the supervision of a specialist in that field. 

To better illustrate the suggestions we make in this 
article, let us take as a purely hypothetical case, the 
example of the Bull Dog Tooth Brush Co., makers of 
“Tuff Tuffs” tooth brushes. The Advertising Manager, 
having decided upon a display, calls in his display man. 
They agree upon a motion display and the big problem 
is, of course, what to animate and how. This is where 
the technical service of the makers of motion units, 
mentioned earlier, enters the picture. This service in- 
cludes the suggestion of the most appropriate type of 
motion and the designing of the actual mechanism to 
fit the animation decided upon. 

The type of motion display used depends largely upon 
the idea to be dramatized. If certain physical aspects 
of the tooth brush—size, shape, construction, opera- 
tion, etc.—are to be featured, the demonstration type 
of display should be used. A facsimile of the brush, 
for example, moving in a natural manner about its job 
of brushing teeth would emphasize its physical charac- 
teristics. 

This could be done with motion alone and the cost 
of the completed animated display would be, roughly 
about 1.6 times the cost of a similar still display. In 
considering approximate costs of the motion display, 
we will consider the cost of the still display, in each case 
as 1. The added cost of the (Continued on page 78) 
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This unique display illustrates the utilization of humor to 
attract attention to its message. The ‘‘slate’’ is actually a 
black piece of cardboard inserted into a wooden frame. 
Bartenders may, if they so desire, insert display cards other 
than the original one for the announcement of menus, etc. 
Product identification does not get lost in the process of changing 
cards since the word ‘‘Teacher’s”’ is printed on the wooden disc 
attached to the wood caricature. The changeability of display 
cards would seem to prolong the life of this display since bar- 
tenders can utilize the wooden frame for insertion of a variety of 
messages. Produced by Robert Kayton Displays, Inc. 


presentation of their packages and this unit accomplishes 
that purpose admirably. The streamlined wooden display 
case with its transparent plastic window permits complete 
visibility of the various product packages, while protecting them 
against dust, dirt and pilferage. Within the case is positioned a 


) Rolls Razor, Inc., desired a display which would assure the 
oe 


2 ob 


Rolls razor, a shaving bowl and a shaving stick. Provision is 
made for the insertion of price cards, thereby making selec- 
tion easy for the consumer. On a shelf is found a razor package 
in opened position so that the product may be viewed. This 
demonstrating razor is attached to the display by a metal chain, 
thus making loss of the product impossible. Items on the inside 
of the case may be reached by sliding the back panel up. De- 
signed and created by the General Display Case Co. Trans- 
parent plastic material by the Monsanto Chemical Co. 


in this patented container. The shipping-display unit is so 
@9 constructed as to be easily converted into an easeled display. 

The sleeve which fits over the product packages during 
shipment is pulled halfway up and bent back. When the sleeve 
is locked in place, a sturdy upright display is achieved. The unit 
is finished in blue with reverse lettering. Container by 
Milprint, Inc. 


; Twelve cartons of Justenuf Honey are shipped and displayed 


> } 
CHILI SAUCE, 





its Chili Sauce and then had a display developed which 

would introduce the new package to the public. The silver 

foil label on the new sauce container supplied the keynote for 
the design motif of the display. The presentation unit is of 
silver metal foil and is ingeniously scored so that it ships in the 
flat. When erected, the package itself, set in the die-cut plat- 
form, holds the display in upright position. The silver foil re- 
flects the package so that back and side views of the container 
may be seen. Provision is made for the insertion of price by the 
dealer. The cardboard disc, seen in the right foreground of the 
illustration, bears directions for erection of the display and is a 
part of the display when it is received by the dealer. Produced 
by the Reynolds Metals Co. 


4 The Snider Packing Corp. first adopted a new package for 


dimensional appearance. The display panel, finished with 

gold paper, has a cut-out of a cloaked gentleman who is sil- 

houetted against a black cardboard inserted in the rear of 
the unit. The inserted black board is curved so that an appear- 
ance of depth is created when viewed from the front. An actual 
bottle of Sandeman wine is set on the front platform. The 
product name is boldly printed in reverse against a red back- 
ground on the base of the counter display. Gold stock supplied 
by Artcote Papers, Inc. Display printed by Rogers, Kellogg & 
Stillson, Inc. 


) The Sandeman display is so designed as to give a three- 
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“coming and going.’’ A back panel carries the same color- 
ful design on both sides, effectively telling the sales story 
for Swift’s Jewel shortening. Each of the six side panels on 

the basket carries an appetizing pictorial of a food subject—two 
showings apiece for three items—so that the basket gets its story 
across when viewed from any angle. Actual cartons are dis- 
played, in jumble fashion, in the basket so that the consumer can 
easily help herself. Display basket lithographed by The Forbes 
Lithograph.Co. 


f Here's an unusual display basket that gets the shopper 
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display for Borden’s ice cream creates a high degree of human 

interest. The miniature carousel is developed in metal and 

wood with gaily colored silk rope. The figures and charac- 
teristic Borden cows are cut out in wood and lacquered in bright 
colors. The figures which form a part of the two side pieces are 
likewise made of wood and colorfully lacquered. Designed and 
manufactured by Kay Displays, Inc. 


7 The typical country circus scene depicted on the three-piece 
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not only remind consumers that they need to stock up on the 

home supply of beer, but also give consumers the choice of 

the canned or bottled product. The upper bin accommo- 
dates an ample supply of the canned beverage, while the lower 
shelf is stacked with bottles. Consumers can easily help them- 
selves, thus facilitating the busy salesclerk’s job. Designed and 
made by Robert Gair Co., Inc. 


John F. Trommer, Inc., with their new floor display stand, 
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A typical example of.a conventional straight-scored platform display con- 


trasted with an ‘‘angular-scored”’ display of equal size. Note the bracing 
angles, finished sides of the steps and modern lines of the newer method. 


Display Design's Fourth Dimension 


by RICHARD EATON PAIGE* 














hen Albert Einstein propounded his theory of 

relativity, there were but a handfull of men in the 

world who understood what he was talking about. 
When it was simplified for public consumption, one fact 
stood out so clearly that most of us wondered why we 
had not discovered it for ourselves a long time ago. 
That fact was the comparatively obvious theory that 
it was not enough to measure things in length, width 
and depth; there was a fourth dimension—time! How 
apparent it is to an astronomer, measuring distances 
between earth and stars, when there isn’t a thing in the 
universe standing still, that time must be a considera- 
tion taken into the accounting. The earth is only a 
certain distance from the moon at the time it is mea- 
sured; it doesn’t even hold true the next day. 

This bears a clear analogy to the problem of increas- 
ing sales through the use of counter and window dis- 
plays. Too many point of sale pieces have been made 
to measure up to the three dimensions listed here, 


* In charge of development, Display Finishing Co., Inc. 
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without taking the element of time into the accounting. 


1. The merchandise must be right and properly set- 

up in price level and profit level. 

The art work on the display must be more than 

just good to look at, it must have a good sales 

message and put it over at a glance. 

3. The construction should be attractive, appropri- 
ate to the subject and easily erected. 


bo 


Then, in addition to these qualifications, it must be 
measured in the fourth dimension—time, for this is 
the deciding factor which brings success or failure to all 
point of sale selling effort. 


4. The display must not only merit a place on the 
dealers counter or in his windows, but it must 
hold that place for as long a time as possible in 
that particular trade. 


The sales spurt that takes place when the dealer fea- 
tures certain merchandise on his counters or in his 
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space than the conventional type display. 


Folded for shipping, the angular platform display occupies one-third less 
In large pieces, this brings the 





package to parcel post size without need for special scores across illustration. 


windows is a fact that needs no confirmation. It is a 
dollar and cents record on every advertiser’s books. 
But, what that increase might have amounted to, if 
each unit had held its place on display for a longer 
period of time, is a subject worthy of any sales mana- 
ger’s consideration. 

Any faults which contribute the premature dis- 
carding of display material are of such major importance 
that both advertiser and designer would do well to give 
them serious thought. The first three measurements 
of value on our list do get the attention they deserve, 
but the fourth often is disregarded because it must be 
made after the campaign and that is difficult. It is this 
which allows advertisers to make the same mistakes 
over and over. Yet, time is the dimension which pro- 
longs the increase in sales and shows up on the books in 
plain figures. 

Like the chain that was no stronger than its weakest 
link, a display is no better than its weakest point and if 
that point fails the rest of the display is worthless. The 
fact is that most of the weak points in displays which 
cause discarding lie in their constructions. The 
limited budget is no excuse for flimsy structures; con- 
struction trouble is not caused as often by lack of funds 
as lack of engineering knowledge. 

Let us examine some of the more common structural 
weaknesses which shorten the useful life of a display. 
First, the step or platform type which is one of the most 
widely used constructions of today. Because the 
greater part of the merchandise sold by drug, grocery, 





hardware and tobacco stores is small, the platform dis- 
play is used in some form by nearly every manufac- 
turer. Steps are an ideal stage setting for small articles. 
When folded for shipment to the dealers, large pieces are 
shortened but a small amount by folding the steps up. 
This would necessitate the use of a costly carton—some- 
times even preventing the use of parcel post because of 
its size. To save this expense many advertisers permit 
a score right across the face of the display, which makes 
it possible to fold the display in half, thereby saving the 
expense and inconvenience of the large carton. But, 
what does it do to the sales? 

The upper half of the construction is being braced by 
a little lock which slips over the top of the easel. In the 
window the hot sun may play havoc with the cardboard; 
soon it may be warped and unsightly and require 
removal before its alotted time. It is true that some 
advertisers do spend a good deal to prevent this by the 
use of cross-struts, but most budgets have no such 
luxurious leeway. 

Fortunately for those who haven’t that leeway, 
bracing is as much a matter of knowledge as it is of 
money. The cardboard used in display material has a 
grain—that is, the fibres run in one direction and in 
that direction, the board has strength, the opposite 
way it is comparatively weak. The folding of the steps 
act as a bracing means but only at the base of the dis- 
play. For years cardboard engineers have needed a 
way of folding a sheet of cardboard in two directions at 
the same time so that they could brace displays both 
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horizontally and vertically without resorting to compli- 
cated easeling. Even when the easeling does come well 
within the larger budgets, it is often better to dispense 
with it to simplify the setting-up. 

One method of two-way bracing was described in the 
October 1939 issue of Modern Packaging. This does 
not provide the type of flat platform space manufac- 
turers of small articles require. However, other meth- 
ods are available. Methods that have been developed 
to meet the desires of dozens of display designers. _List- 
ing the elements requisite for the “ideal merchandise 
stage,’ we have: 


1. The display must fold in two directions simul- 
taneously so that it can be braced both ways. 

2. It must cover the ugly gaping holes usually show- 
ing beneath each step, preferably without any 
extra cost. 

3. It must fold to a small shipping package without 
the need for scoring special “shipping lines.” 

4. It must not accomplish the two-way folding by 
the elaborate pasting and assembly method now 
being used in certain platform displays. 

5. If possible, it should be automatic or semi-auto- 
matic in erection. 


It will be noted that in grouping the requirements, the 
list became a guide to the faults which cause premature 
discarding of displays, even including those shortcom- 
ings which often prevent displays from ever finding their 
way to the counters and windows at all. 

Along with the already mentioned trouble with im- 
properly braced displays, there are other faults which 
do an equally important job of killing sales by providing 
dealers with displays too complex to assemble. Dealers 
have little patience with long instruction sheets begin- 
ning “A is inserted into B..... ig 

Then there is the display which is supposed to sell a 
perfume or cosmetic which needs the exclusive atmos- 
phere so necessary to make a woman feel that if she 
parts with her dollar for an article instead of buying it 
at a five and ten cent store, she is getting a product of 
superb quality. If the display has unsightly holes 
under each step, it looks like a fancy “front,” lacking the 
solidity requisite for a quality product. Women get 
the impression of cheapness—lack of luxury; even deal- 
ers judge the display too cheap-looking to serve their 
purpose. This affects the sales in no uncertain ways. 
It is true that dealer and customer alike do not sit down 
and psychoanalyze their reactions in just this way, but 
the results are the same as if they did. 


3. A more elaborate example of angular scoring with steps which 
would be most difficult to make by any other method. 4. Simple 
shoe display giving a solid, fixture-like appearance rather than 
a “cardboard cut-out” look. %&. An excellent display with 
versatile slanted panels for holding candy, books or just copy. 
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The interesting part of it is that a display may cost as 
much, even with the disfiguring holes under each step 
as a better looking construction with a finished, high 
class appearance. It is a matter of knowing how! 

The Prize Contributor to the dealer’s waste basket is 
the display which was designed to provide an excellent 
effect so long as the merchandise the display requires is 
used. After a few days, when some of the merchandise 
is sold, the display becomes unattractive because each 
item sold leaves an ugly gaping hole or mark which 
causes dealers to remove the display with the last few 
items on it even though they may represent his profit on 
the deal. Many displays depend on the product to 
hold the display erect. When the product is sold the 
display collapses and is discarded instead of being “‘re- 
loaded.” This is especially true when there is a long 
time between deliveries of the merchandise, for then the 
last item is removed from the display and if the display 
itself does not stand independently, it is removed. 
The cost of an easel is small indeed compared with 
the sales-help for a few more days that a good display 
can give. 

It might seem too much to expect a single practical 
solution to all the problems cited, but at least one solu- 
tion has been found which covers every point. It was 
all bound up in one peculiar conception; an oblique 
block which is so placed as to connect a lower step with 
an upper one and still fold. But why explain it in 
words? Study the illustrations. Notice the appear- 
ance of the regular step along side of the new one—then 
see it fold both up and in at the same time to make a 
small package. 

Engineers are never happy until they weight down 
simple things with heavy “handles.” It seems to lend 
prestige to them in their eyes, so they named this new 
folding “‘circumplication.”’ It really is as simple as find- 
ing out that Halitosis, for all its medical-sounding im- 
portance, only means bad breath. Just so, circumpli- 
cation is simply the act of wrapping flat surfaces 
around a center. 

Hundreds of variations have been designed so far and 
the end is not in sight yet. The scores, running in both 
directions, allow a display to be shipped in a very small 
package, and do not have any disfiguring scores crossing 
the copy panel. The erection is automatic so that even 
the most ingenious dealer has a hard time finding a way 
to set them up incorrectly. The steps are considerably 
stronger because a portion is scored off all four sides. 
This permits lighter stock to be used and still retains a 
very safe margin of rigidity. (Continued on page 91) 


G. Package or bottle counter piece, inexpensive and self-easeled, 
yet adequately braced. @- “Bill poster” type of display for 
back bar or soda fountain ledge. The unit appears expensive, 
yet is all a single piece folded. #%- Another counter piece. 
Automatic set-up. All lines carry the eye to the copy panel. 



























LIP TON goes to market 


with a new line of packages 





Wrapped on our 


New FA-Q 
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Here’s another big name added to the list of prominent manufacturers using 
our new Model FA-Q machines. 

As modern as the package it wraps, the versatile FA-Q handles all four sizes 
of the new Lipton’s Tea packages shown above . . . that’s real size range for you! 

Moreover, the machine can be adjusted for different sized packages in only 6 
10 minutes—one-third of former time required. (This change covers all three 








dimensions.) All adjustments are made by hand-wheels conveniently located—no 
tools needed. ~ omnuen  agl 
nr _ - . - = 
The FA-Q may be equipped to handle any type of wrapping material . . . glas- 


sine, transparent cellulose, waxed paper, foil, or plain paper wrappers. Electric 
Eye registration permits the use of printed material in economical roll form— 
locates the printing accurately no matter how long the run. 

It’s easy to see why this machine has won wide popularity among manufac- 
turers in many different industries. Cutting down labor costs, stepping up pro- 
duction speeds, economizing on wrapping material, reducing floor space—the 
FA-Q offers the utmost in modern machine wrapping. 

Consult our nearest office for further information. 
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Write for literature a 

PACKAGE MACHINERY COMPANY, Springfield, Massachusetts at 

NEW YORK CHICAGO CLEVELAND LOS ANGELES TORONTO ar 

Mexico, D. F. Apartado 2303 Peterborough, England: Baker Perkins, Ltd. ge 

Buenos Aires, Argentina: David H. Orton, Maipu 231 Melbourne, Australia: Baker Perkins, Pty., Ltd. fa 
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PACKAGE MACHINERY COMPANY : 
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Over a Quarter Billion Packages per day are wrapped on our Machines th 
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TECHNIQUE 


and 


PRODUCTION 


I. Automatic batch filling machine 
and processing machine for tooth paste 
manufacture.- Note use of polished 
metal and white paint to emphasize 
sanitation in production departments. 













“het To” and “Take Away” 


ngineers have, for many decades, discussed the 
comparative merits of the single floor packaging 
plant, which avoids the necessity for elevating all 
materials to upper floor working areas, versus the multi- 
story plant which can capitalize to the utmost upon the 
gravity flow principle. The debate is still unsettled 
and—in the final analysis—cannot be settled in any 
general way. The decision will always depend upon 
factors differing in each case—factors such as ground 
rent, building costs, weights of materials being handled 
and manufactured, etc. 
One of the best examples of the single story plant 
to be found anywhere is that of The Pepsodent Co., on 
the outskirts of Chicago. Here, in a building measur- 


Materials handling efficiency provides the key 
to low cost mass production at the Pepsodent plant 





ing 515 ft. in length and 220 ft. in width—more than 
the average entire city block—all manufacturing and 
material handling operations are conducted on a single 
floor, with a series of seemingly intricate, yet basically 
simple overhead and underground conveying devices 
being utilized to move material into storage, from 
storage to manufacturing and packaging rooms. and 
thence to stock rooms and loading platforms. 

The solutions for plant layout problems developed 
by this company cannot, of course, be applied to all 
other companies, nor even to companies having a simi- 
lar volume of production, for the plant is constructed 
to manufacture a limited number of items in great 
quantity and it is thus able to capitalize to the utmost 
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Above: Diagrammatic layout of the Pepsodent factory. Three buildings in one. Separation between manufac- : 
turing sections and materials storage sections is effected by ceiling-high fire walls. 2. The discharge ends of pack- fil 
aging lines feed onto a transverse conveyor housed in a tunnel beneath the packaging floor. $%. Shipping cartons are ql 





erected and bottom stitched in the raw materials store room and pass by overhead conveyor to the production floor. 
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upon straightline methods and automatic equipment 
which might not be utilized with equal efficiency by 
firms manufacturing broader lines in more limited 
quantities. 

The Pepsodent plant is, however, an unusually fine 
example of efficiency, not merely in the utilization of 
packaging equipment, but in its facilities and planning 
for so-called “get to” and ‘“‘take away”’ work—i.e., the 
handling of raw and finished materials. 

The building is divided into three main sections— 
1. raw materials storage; 2. manufacturing and pack- 
aging; 3. finished stock storage and shipment. An 
enclosed railroad siding provides access from the same 
track to both the incoming and outgoing centers. 
Truck docks, likewise enclosed for weather protection, 
are available at both ends of the plant, so that quantity 
shipments into or out of the plant—either made by 
truck or by rail—can be expeditiously handled with 
the utmost efficiency. The three sections of the plant 
are isolated from each other by fire walls with conveyor 
portes so designed as to effectively segmentize the 
plant in case of fire or other accident. 































4. A powder filling line. Note supply hopper for package 
materials (cans at right, caps at left). Note also use of fluores- 
cent lighting. %. High speed cartoning equipment is used on 
the tooth powder packaging line. @. Hand operations are 
utilized wherever production does not justify the continuous 
usage of automatic machinery. Here girls carton bulk packed 
tooth powder cans. Note shipping case supply conveyor. 


FEBRUARY - 1940 73 



















The raw materials store rooms cover an area of ap- 
proximately 120 ft. by 200 ft., with siding space within 
the plant having access to this room sufficient to permit 
the loading of several cars at one time. Goods are 
taken off on portable roller conveyor and piled at pre- 
determined points so as to minimize later movement 
within the plant. 

At several points within the raw materials store room, 
access is provided by drop chute to a continuously mov- 
ing waste materials belt conveyor located in a concrete 
tunnel running the length of the plant. Discarded 
materials are discharged from this conveyor, at the 
other end of the plant, to a waste paper store room 
where piling of unwanted materials is carried on and 
where corrugated cartons and similar salvageable 
materials are stored for future reuse. 

Extending from the raw materials storage area to- 
ward manufacturing and packaging areas are a number 
of conveyors which carry raw materials, such as corru- 
gated cartons, folding cartons, bottles, closures, etc., 
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Z- Fully automatic tube filling equip- 
ment is utilized, but tubes are re- 
moved from supply cases and placed 
onto the machine by hand. This 
method is adopted, in part, to permit 
a final inspection operation. @. Car- 
toning filled tooth paste tubes. Note, 
in background, how overhead supply 
lines leave working areas unobstructed. 


to the various machinery lines. In so far as is possible, 
all preparatory work on these materials is carried on 
in the storage area. For instance, corrugated cartons 
requiring stapling are erected just prior to their place- 
ment upon the rising belt conveyors. They thus occupy 
a minimum of space in the storage areas and reach the 
packaging areas as needed and as frequently as needed. 
This system has the advantage of permitting the use 
of the empty package conveyor lines as a “storage 
cushion.” As lines are scheduled to go into operation, 
the departments in charge of materials supply antici- 
pate the first portion of the next day’s production. 
By running material onto the conveyor lines, produc- 
tion can, therefore, start in all departments simul- 
taneously in the morning without waiting for the 
preparation of packaging materials. 

A system of remote controls is used to operate dis- 
charge switches, permitting a high degree of flexibility 
in the choice of direction of travel of motions. Thus 
corrugated boxes, or bottles, or other material, may be 
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directed towards one or another line in the packaging 
room although made up or unpacked from shippers at 
a single point in the store rooms. 

A similar procedure is followed in removing finished 
stock from the manufacturing floor. Here another 
tunnel, shorter than the first and parallel to it, is util- 
ized. Each packaging line—running at right angles 
to both tunnels—discharges onto this second under- 
ground conveyor system and finished cased goods thus 
proceed to the finished stock room. Conveyors rise 
from the tunnel to feed onto a transverse conveyor and 
thence on to shorter conveyors which extend to every 
section of the finished stock area which measures some 
200 ft. by 140 ft. Automatic deflectors for cartons are 
utilized to shunt cased goods onto the proper side 
conveyors, sorting cases by sizes. The taller cases are 
deflected first and smaller ones permitted to move on- 
ward to more distant points in the plant on the trans- 
verse conveyor line. 

Finished stock is removed in carload lots directly 
from the finished stock room which abutts upon the 
railroad siding. L.C.L. shipments are fed into an 
adjacent shipping room to be made up and then fed 
onward either into broken lot cards or to trucks on the 
nearby truck dock, lengths of portable roller conveyors 
being utilized for such handling operations. 

In the manufacturing and packaging section of the 
plant, further segmentation exists. The various prod- 
ucts are manufactured or compounded in what are 
virtually separate factories, each within its own room 
or rooms, isolated for purposes of sanitation and control 
from the open packaging section. 

In the packaging section, emphasis is placed, wher- 
ever possible, on the use of automatic machinery and 
upon straightline production. Facilities are available 
however—both in terms of staff and in terms of equip- 
ment—for alteration in production procedures on any 
line to permit the assembly of special packages de- 
signed for promotional work, for sampling or for special 
production in conjunction with deals offered via radio 
or publication advertising. 

As in most large plants, the eye is caught by a num- 
ber of so-called “gadgets,” home made or specially 
made devices developed in the plant itself to solve 
special problems. One of the most interesting of these 
is a small air blower situated at the discharge end of a 
cartoning machine and directing a stream of air against 
the upper portion of each carton passing on the con- 


%. Bottle sterilizing equipment operates as an integral part of the 
packaging line. Note conveyor bringing bottle supply from stor- 
age division. I@. Fully automatic high speed filling and cap- 
ping equipment is used on antiseptic bottling lines. IE. Just 
prior to labeling stage, the conveyor lines are divided to supply 
two automatic labelers. Lines rejoin after the labeling operation. 
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133. Rising from its underground tunnel, the finished stock 
conveyor passes through the gigantic finished stock store 
room. Automatic deflectors sort cartons by size and 
deflect them to side conveyors for loading onto piles. 
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¥2. All production is cased on the packaging floor and 
the cases, after sealing, drop by chute to an underground 
conveyor line for removal to the shipping department. 


veyor. The air stream is so controlled that it will not 
affect a carton which carries an inner package. Should, 
however, a carton pass through the machine without 
receiving an inner package, or should one pass through 
carrying an improperly or partially filled inner pack- 
age, the air stream will be strong enough to overturn 
the carton and thus disclose the shortage within. This 
ingenious inspection device contrasts, it is reported, 
favorably with others operated on a weighing principle 
in other plants. 


Interesting, too, are the lighting arrangements on 
the packaging lines. The Pepsodent Co. is among the 
first to have adopted fluorescent lighting as a means 
of relieving eye strain and controlling light intensity at 
the point of work. Careful studies have likewise led 
to the development of many material-holding fixtures 
on the packaging lines which greatly facilitate the work 
of girls on these lines and minimize fatigue. 


Wherever possible, separate lines are maintained, not 
only for each type of product packaged, but for each 
size of product. This is permissible in view of the 
volume production requirements confronting the com- 
pany and is most advantageous because it eliminates 
shut-downs for changeover from one size to another 
and permits of continuous, efficient operation. Crews 
of operators are, however, trained to work at any point 
in the packaging room, so that when necessary they 
may be shifted from one line to another to meet ex- 
treme production requirements. 


Credit: Conveyor systems by The Alvey-Ferguson 
Co., Inc. Powder filling machines, Stokes & Smith Co. 
Washing and drying machines for antiseptic bottles, 
U. S. Bottlers Machinery Co. Filling and capping 
machines for antiseptic bottles, U. S. Bottlers Ma- 
chinery Co. Antiseptic bottle labeler, Economic Ma- 
chinery Co. Tooth paste tube fillers, Arthur Colton 
Co. Cartoning machines, R. A. Jones & Co., Ine. 
Case sealing machines, Standard-Knapp Corp. 


14. Gravity roller conveyors feed finished 


stock to shipping room for L.C.L. shipments. 




























































a fully automatic Cellophane Bag Making Machine 
for making 


rectangular bottom bags 


F you are packaging your products in Cellophane 
bags, either P.T., M.S.T., printed, unprinted, 
double or single wall, this PETERS AUTOMATIC 
CELLOPHANE BAG MAKING MACHINE 
will save you many dollars. With this machine it 
is only necessary to buy rolls, place them on ma- 
chine and the bags are made as you use them for 
filling. 


Send us a sample of each size bag you are inter- 
ested in making and ask for complete information 
on a machine to meet your specific requirements. 
No obligation. 


PETERS MACHINERY CO. | 





4700 Ravenswood Avenue, Chicago, Illinois 
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MOTION—AND HOW TO USE IT 


(Continued from page 62) 





motion display will include added construction neces- 
sary, packaging, construction, mounting and testing 
the motion mechanism and the actual cost of the unit 
itself as well. 

In the case of a large, costly still display, the index 
figure for animation will be much lower than we show 
and, conversely, it will be higher in the case of a small 
inexpensive still display. This cost index figure is 
intended to give only a rough idea of the cost of the 
animated display against the cost of the same display 
without animation. 

It is often possible to combine in the demonstration 
display, other ideas to be dramatized. Since the trade 
mark of the hypothetical Bull Dog Co. is a bull dog, a 
facsimile of that trade mark dog tugging at the brush 
bristles will emphasize both the trade mark and the 
toughness of “Tuff Tuffs” brushes. Fig. 1. 

In each of these demonstration type displays, it is 
believed motion alone, without lighting, will be dra- 
matic enough to do the job. The last example requires 
only a very simple motion unit and the cost of the 
motion display as outlined would be about 1.5. 

The presentation of a running story—the history of 
the “Tuff Tuffs” brush, its manufacture, its outstanding 
selling points, etc.—can be accomplished in a number of 
ways, using motion or light alone or a combination of 
the two. Fig. 2. 

A continuously revolving disk mounted behind the 
display front can carry the story. An opening in the 
front will reveal a portion of the disk and permit its 
message to be read. This motion requires a motor and 
will cost about 1.9. The same idea may be employed 
on a revolving drum mounted on a turntable mecha- 
nism. If it is desired to use lights, the message, in each 
case, may be printed on translucent material and the 
light placed behind it. 

If, instead of a running story, only a given number of 
features—four, for example—are to be presented, either 
the disk or the drum mentioned above may be divided 
into four sections and made to pause as each section 
comes to the front. The cost of this is slightly more 
than the simple revolving disk or drum, being about 
2.2. Fis; 3. 

If it is desired to use lights alone to present a number 
of features, each separate feature may be mounted upon 
a translucent sheet and a light and shadow box mounted 
behind it. A flasher mechanism may be used, lighting 
each separate section in turn. Cost of this mechanism 
for four or more sections is about 2.5. 

When it is desired to present contrasting ideas, the 
“before and after’ type of display is most suitable. 
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Tuffs” brush with an ordinary tooth brush; show the 
brush before and after continued use; or contrast any 
other set of ideas. Using a display front with a vision 
opening in it, two cards, each bearing an idea, may be 
alternately positioned behind the opening. This will 
cost about 1.6. Fig. 4. Ifeach of the contrasting ideas 
is placed on a translucent background with a light and 
shadow box behind it, the lights can be made to flash 
alternately—thus presenting each idea in turn. 

Sometimes it is desirable to animate the trade mark 
or emblem of the company. One example of this has al- 

ready been given. There are a great many other ways 
in which this can be done. The trade mark may be 
made to move, a light flash, or a combination of light 
and motion evolved. Attention may be directed to the 
trade mark by moving arrows or lighted sections. The 
cost of this type of display varies considerably, of 
course, but an average cost would be about 1.5. 

Closely allied to this type of display is the attraction 
type whose main function is to attract attention to 
something adjacent to the display itself on the counter 
or in the window. This general type of display may 
encompass any or all of the previous types or have an 
entity of its own. The other types of display have a 
message—an idea—to impart, while the attraction type, 
as its name implies, serves solely to attract the attention 
and transfer it to something else. The mystery dis- 
plays, clocks, animated cartoons and figures, window 
tappers, light flashers—all are adapted primarily to 
catch the eye and transfer it to merchandise surround- 
ing the animated unit. 

These may well fail in their function—transferring 
attention to adjacent merchandise—but clever anima- 
tion of the product itself is unfailingly good. Attrac- 
tively packaged products, grouped on a moving turn- 
table top provide an animated display that is achieved 
with a minimum of adaptation and expense and a maxi- 
mum of effectiveness. This has caused the turntable 
to become increasingly popular in the quantity display 
field and in the near future we will see a number of in- 
genious displays using turntables. A still more recent 
trend in display, based on sound merchandising prin- 
ciples, is toward a tray or stand combined with an ani- 
mating unit, designed to hold the merchandise dis- 
played. Fig. 5. 

Here are a few concrete points which the prospective 
purchaser of an animated display should keep in mind. 
He should never allow motion units to be added as an 
afterthought. A motion display should be an integral 
unit in which the various elements—art work, printing, 
motion—should be combined in a unity of design. All 
other things being equal, the simpler the motion, the 
better. Overpower, rather than underpower the dis- 
play. A good margin of safety guarantees a long-lived, 
trouble-free display. Finally, by all means, select a 
reputable source of supply for your motion mechanisms. 
Carelessly treated, a motion display is an expensive 
gimerack. Properly handled, it is an invaluable ad- 

junct to successful planning. 


The Bull Dog Co. may want to contrast the “Tuff 
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ATTENTION! 





Manu fadturers gelatine desserts and starch 
pudding powders must profitably market high 
quality products at a low unit cost in a highly com- 
petitive field. 

Efficient packaging procedure is vitally impor- 
tant to keep packaging costs down and to maintain 
product flavor and freshness until it is consumed. 
Pneumatic machines are now being used for a 
variety of dessert packaging jobs and our engineers 
have assisted many leaders in the selection of the 
exact container best suited to their requirements. 

The factors governing your choice of a dessert 
package are too numerous and varied to permit 
Pneumatic to recommend any one type for you 
until we are better acquainted with your require- 
ments. Pneumatic equipment can produce at 
least three distinct variations in package construc- 
tion, all of which have proved practical for their 
users. May we help you improve your package or 
lower the cost of producing it? 


HERE IS ONE PRACTICAL DE 


CUT & SCORED CARTON BLANK, 

EITHER PLAIN OR PRINTED, IS SIDE 

SEAMED & BOTTOM SEALED ON 
SAME BLOCK WITH LINER 





COMPACT TWO MACHINE HOOK-UP 
PRODUCES 70 FINISHED PACKAGES 
PER MINUTE 


PNEUMATIC SCALE CORPORATION, LTD. 


91 Newport Ave , Quincy, Mass. (Norfolk Downs Station) 
Branch Offices: 
NEW YORK - CHICAGO - SAN FRANCISCO - LOS ANGELES 


PNEUMATIC 
GUARANTEES 


1. Flavor retention 
. Moisture exclusion 
. To prevent lumping 
. To eliminate sifting 
. No “‘slack fill’’ problems 
. Higher speed, lower cost. 


SSERT PACKAGE 


MATERIAL 
ACCURATELY | 
FILLED INTO — 
LINED 
CARTON 


CARTON FLAPS 
GLUED 
TRIPLE FOLDED © [| SEPARATELY 
& LOCKED BY 
SIDE TABS 


«PNEUMATIC 


PACKAGING € BOTTLING EQUIPMENT 
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Standardized Materials Index 


How to use this new department in Modern Packaging, designed to aid the 
packager in his search for improved package parts and packaging equipment 





very packager cherishes the individuality of his 
package designs. And rightly so. 

Yet, hardly a packager exists who does not 
utilize, at some point in the packaging picture, stand- 
ardized package parts or equipment. 

Until now, it has been difficult for the packager to 
ascertain, without tedious research and inquiry, the 
availability of any desired type of package part in 
standardized form. If we wanted a closure of given 
design and did not wish to have one made to his special 
order, he found it necessary to inquire throughout the 
trade and to examine numerous samples in the process 
of discovering whether a stock closure of desired type— 
size, shape, material, coloring, etc.—actually existed. 

Each month, the research staff of Modern Packaging 
is called upon to answer literally hundreds of inquiries 
for stock mold glass containers, for standardized clo- 
sures, for stock cartons, for standardized machinery, for 
labels, seals, cans, boxes, wrappings, patterned papers, 
etc. While this research staff has a great deal of col- 
lated information on each of these subjects, even its 
files have lacked completeness. 

To remedy this situation, we now each month pub- 
lish a standardized materials index. On the pages 
which follow will be found the second installment of this 
department, consisting of 24 perforated cards which 
may be withdrawn from this issue of Modern Packaging 
and filed for reference. Each month, additional cards 
will appear and it is hoped thereby to gradually expand 
this index so as to make it possible for every packager, 
keeping a file, to ascertain quickly and accurately the 
types of standardized materials and equipment available 
in any given category. 

For convenience in filing, we have adopted an index 
system whereby each card is numbered decimally. If 
filed in sequence, each reference will appear adjacent to 
closely related references and thus comparisons be- 
tween available materials may be easily made. 

For further convenience of the reader, code letters are 
incorporated in each notation so that an entire group of 
reference cards may be withdrawn for examination by 
the simple act of withdrawing all cards under a given 
letter reference. Thus the letter B will denote boxes of 
all types and decimal numbers will indicate groupings of 
various categories within the box field—paper, wood, 
metal, plastic, etc. 

It is impossible to append to each index card the 
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name of the individual supplier making the particular 
product shown. This is particularly difficult in certain 
fields where standardization is industry-wide and 
where a dozen or more suppliers may make a given 
article. As a service to its readers, Modern Packaging 
will be glad to provide the names and addresses of 
suppliers to readers requesting this information. For 
the convenience of such readers, several cards are 
incorporated in this second installment of the index 
which may be used in requesting information. Addi- 
tional cards of this sort will appear from time to time. 
They should be filed with the balance of the index and 
will thus be available whenever needed. 

Requests will be answered expeditiously by mail 
except when extreme urgency is indicated, in which 
event telegraph service will be utilized. Phone re- 
quests to Modern Packaging’s research department will 
likewise be honored, although readers are urged to 
make requests by mail whenever possible. 

From time to time, as standardized materials which 
have been listed in the index become unavailable, 
deletion cards will be published. These will instruct 
the individual keeping a file to withdraw cards of given 
numbers or to mark them as no longer available. 

It is obvious that an index of this sort will improve 
in value as it grows in size. This increase in value can, 
however, be hastened if our readers will inform us as to 
the particular types of categories or materials or sup- 
plies they would like to have treated at an early date. 
Readers’ comments in this regard—as in any other— 
will be most welcome. 

In addition to information on individual standardized 
articles, occasional cards will be devoted to information 
on industry-wide standardizations, such as those apply- 
ing to glass containers of certain categories, to closure 
finishes, to tin containers, etc. Such information may 
require the use of several cards to cover a single subject. 
In these cases, each card, in a given series, will be sepa- 
rately numbered, but alongside the number there will 
be an additional indication reading, ““To be filed ad- 
jacent to number —.” 

The size of these cards and their form is such as to 
permit of filing in a standard card catalog file cabinet. 
If, however, sufficient demand arises, special file cabi- 
nets may be made available. Here again, reader com- 
ment will be appreciated. 
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Sometimes you have to try various types of fastening before you find 
one that looks best, stays tight and costs little. But many firms think of 
stapling first—since Bostitch showed them how to get all three. 


Note in the illustrations how the Bostitch method provides a neater, un- 
obtrusive fastening ... guards securely against pilferage and rough han- 
dling ... and makes the job cost less. Evenif your product or container 
is notat all like these, still Bostitch probably is prescribing for jobs having 
similar requirements. 


So think of your product or container in relation to staples—and the 
three advantages of Bostitching. With our wide experience in applying 
Bostitch to thousands of fastening jobs... we are almost sure to be able to 
help you get all three. 


FREE FOLDER OFFERS IDEAS Write for the folder “Bostitch 
Fastens It Better with Wire,” and send us samples for suggestions. 
There’s no obligation and you may find a way to solve many problems 
with one fastening method. 


Bostitch maintains a staff of 18 Research Engineers to help you adapt 
the Bostitch principle and one or more of the 782 easy-to-operate models 
to your fastening problem. There are also 300 specializing representa- 
tives who will explain our liberal trade-in, budget and rental plans. 


BOSTITCH 


BOSTITCH—56 Division Street, East Greenwich, Rhode Island 
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Multiple Items Stapled ently Fepethes ona 
Single Self-Selling Display 











This Time the Customer is Protected—the 
Staple Keeps the Hook Down 





It Misses the Glass by a Hair—and 600 per 
Hour is Money-Saving Speed 





BOST!ITCH—Montreal, Canada 

















G. 612 
(See also G. 613) 


G.C.A. Standard Round Hydro- 
gen Peroxide Bottle. Capaci- 
ties, 2 oz. to 16 oz. 

Bottle may be made with 
any suitable G.C.A. glass fin- 
ish, but neck contours must 
meet the requirements of the 
particular finish used. 

Body of bottle must be of 
round cross section and per- 
fectly plain. Neck sizes are 
nominal and are subject to 
changes to conform to stand- 
ard practices of individual 
manuf 


G. 614 
(See also G. 615) 


G.C.A. Standard Round Stubby 
Hypochloride Bottle. Capaci- 
ties, 16-, 24-, 26-, and 32-oz. 

Bottle weights may be ad- 
justed to suit manufacturing 
conditions, provided maximum 
figures are not exceeded and 
height dimensions mainiained. 

Body of bottle may be made 
plain or decorated, as desired. 
Decorations exceeding .032 
depth not considered good 
practice. 

Tolerances in accordance 
with G.C.A. No. 1 standard. 


G. 616 
(See also G. 617) 


G.C.A. Standard Narrow 
Mouth French Square Bottle. 
Available in capacities from 
¥ fl. oz. to 32 fl. oz. 

The bottle may be made 
with any suitable G.C.A. glass 
finish, or with a cork finish if 
desired. 

Weight. height and body 
dimensions are ideal and 
should be maintained subject 
to G.C.A. No. 1 standard tol- 
erances. 

Body of bottle must be of 
square cross section and per- 
fectly plain. 


G.C.A. Standard N/M Round 
Gallon Bottle. Capacity 128 fl. 
oz. Maximum weight 39 oz. 
Filling point 82342 in. above 
the bottom of the bottle. 

Body of bottle may be made 
plain or decorated as desired. 
Decorations exceeding .032 
depth not considered good 
practice. Tolerances, G.C.A. 
No. 1 standard. 


STANDARDIZED MATERIALS INDEX 


See preceding page for full details regarding this new department in Modern Packaging 


G. 613 
(See also G. 612) 


















































G. 615 
(See also G. 614) 





Capacity 





Fluid Os. 





16 Os. 





24 Oz. 





26 Ox. 





32 Oz. 




















G. 617 (See also G. 616) 
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G.C.A. Standard Medium Height 
Catsup Bottle. Capacities 124% 
oz. (maximum weight, 10% oz.), 
10% oz. (maximum weight. 9% 
o2.), 9 oz. (maximum weight, 8% 
oz.), 7% oz. (maximum weight, 
7¥2 08.). 
Bottle can be made with any: 
suitable G.C.A. glass finish. 
Neck and shoulder contours to 
meet requirements of finish used. 
Botile weights may be —— 
to suit manufacturing condi 
provided maximum Pama on 
not exceeded and height diz 











Cc. 103 
Flange Cork 


Generally used for whiskey 
containers and with various 
types of tamperproof outer 
seals. 

Base of cork tapered for ease 
of insertion iato container. 
Flange facilitates removal of 
closure from bottle. 

Available in a wide range 
of diameters and lengths. 


Tapered Cork 


Manufactured in a wide range 
of grades, tapers and sizes 
from 36 in. to 25% in. top di- 
ameter. 

Lengths range trom %4 in. to 
2 in. and are designated short, 
regular, extra long and extra 
extra long. 


Cc. 107 


Shell Cork 


Small diameter hole. 
Otherwise similar to type 
shown on C.106. 


Cc. 109 


Stock Mold 
Closure Family 


Decoration: Three vertical flut- 
ings alternating with unfluted 
panels. 

Available in all standard 
Glass Container Assn. sizes 
and finishes up to and includ- 
ing 48-400. 

Carried in stock in black 
only (phenolic molded). Avail- 
able on order in all phenolic 
and urea colors. 
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See preceding page for full details regarding this new department in Modern Packaging 


Cc. 104 
Wood Top Cork 


Frequently used for sealing 
liquors, perfumes, essential 
oils, lotions, extracts, etc. 

Wood top has knurled edge. 

Available from stock in plain 
type shown. Also available 
with special embossings and 
imprints. 

Top sizes range from 42 in. 
to 2% in. 


Shell Cork 


Used with glass or fancy stop- 
pers, with sprinkler tops and 
as orifice reducers. 

Available in a wide range 
of tapers, diameters and inside 
diameters. 


Cc. 108 


Orifice Reducer 


Shell cork equipped with metal 
fitting, used to convert stand- 
ard cork finish or screw finish 
container into a shaker type 
dispensing bottle. 

Of particular value for manu- 
facturers who do not have spe- 
cial vacuum filling equipment. 
No special equipment is neces- 
sary to apply orifice reducers 
to bottles. 


Cc. 110 


Deep Skirt 
Molded Liquor Cap 


Threaded finish at top of cap. 

Vertical ribs alternate with 
plain panels. Ribs extend onto 
top to form design. Similar to 
C.108. 

Available from stock in black 
only (phenolic molded). Avail 
able on order in all phenolic 
and urea colors. 
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Wedge-Top Cork 


Manufactured in a wide range 
of grades, tapers and sizes. Or- 
dinary tapered cork with a 
formed top designed principally 
for perfume and cosmetic con- 
tainer closure uses, 


Round-Top Cork 


A variation in shape of the 
wedge-top cork (see card No. 
C. 111). Designed for similar uses 
and available in similar varia- 
tions. 


G. 621 
(See also G. 622) 


G.C.A. Standard Shellac and 
Paint Jars. Capacities 2 oz. to 32 
oz. 

Jars may be made with any 
suitable G.C.A. glass finish. 
Weight may be adjusted to suit 
manufacturing condilions, pro- 
vided maximum weight as spe- 
cified is not exceeded. 

Body of bottle must be of round 
cross section and perfectly plain. 
Tolerances, G.C.A. No. 1 stand- 
ard. 


CHANIN BUILDING, 122 E. 42nd ST., NEW YORK. N. Y. 
Please send me information as to sources of supply of items Nos. 





Specie Cork 


Pores of corkwood run from top 
to bottom instead of through the 
diameter. For sealing laboratory 
glassware, certain dry chemi- 
cals, and for mustard, horse rad- 
ish, etc. 

Available in a wide range 
of grades and sizes. 


G.C.A. Standard Stubby Rub- 
bing Alcohol Bottle. Available in 
16-oz. capacity having a maxi- 
mum weight of 12 oz. Filling 
point 656 in. above bottom of 
bottle. Height to closure finish 
(A). 7%6 in. Thickness at point 
B, 2'%q in. Width at point B, 
3% in. 

Body of bottle may be piain 
or decorated as desired. Toler- 
ances, G.C.A. No. 1 standard. 


G. 622 
(See also G. 621) 
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MILPRINT made merchandising-history when it 


perfected the first Cellulose film printing process. New 
merchandising opportunities were revealed by visible 
packaging ...new packaging methods, processes, equip- 
ment... with Milprint always up in front,“in the thick of it”, 
intimately identified with every progressive movement. 


MILPRINT’S advance has been Your Gain. Here 


you automatically get the benefit of all this experience 

. . backed by the unequalled facilities of three plants, 
coast-to-coast, to assure the height of Quality, Efficiency 
and Economy . . . for You! 


M | LPR i NT knows packaging problems from A to Z 

.. offers you a broad “3-Star Service” in *Engineering 
your package for wrapping efficiency; **Designing your 
package for sales magnetism; ***Merchandising your 
products at point-of-sale through modern advertising dis- 
plays, literature, merchandising and promotional plans. 


Werth Discussing Now ! 


MILPRINT 


PRINTED “CELLOPHANE” 
BAGS (OR PLAIN) 
* 


PRINTED “CELLOPHANE” 
WRAPPERS 
* 
PRINTED “CELLOPHANE” 
ROLLS 
* 
REVELATION WRAPS 
* 
REVELATION. ROLLS 
* 
REVELATION BAGS 


. ALSO... 


PIE and CAKE 
CONTAINERS 
* 
Milprint converts in addition to 
Cellophane all other brands of 
transparent cellulose film. 


MILPRINT Iroc 





Plants af MILWAUKEE, WIS. 


PHILADELPHIA, PA. 


LOS ANGELES, CAL. 


Offices and Packaging Engineers ‘vA Princinal Cities 


*& %& %& 3-STAR PACKAGING SERVICE %cluding 


* PACKAGE ENGINEERING 


* DESIGNING 


* POINT-OF-SALE MERCHANDISING IN PRINTING ano LITHOGRAPHY 
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ISULELFLELY HAS 


THE Q(wswer / 
THE GREAT ENDWELD 


—FOR PERFECT FILLING 
AND SEALING OF TUBES: 


Fill and seal in the 1940 manner. Enjoy abso- 
lute FILLING accuracy regardless of consistency of 
material, whether liquid or paste. The new principle 


in SEALING will save up to 3/4 inch length of 


metal on every tube. 


First, it cleans all tubes with filtered compressed air, 
then fills without string or smear. Shaves bottom 
of tube, making all identical length, and in preparation 
for welding the ends into the tightest, neatest closure. 





—FOR HI-SPEED INVERTED BOTTLE CLEANING ao, <OM S 


= tg 


—HERE AGAIN KIEFER HAS THE SOLEIL: & 


as vl 


ROTARY BOTTLE CLEANER 


New and different, it assures quick 
and smooth operation. Free from glass 
breakage. Continuous motion, always 
synchronizing with filler. Equipped with 
variable speed drive—safety controls— 
speed indicator—auxiliary air filter. 





A half century of practical experience enables KIEFER 
to have the answer for all your cleaning and filling problems! 


mH KARL KIEFER MACHINE co. 


NEW YORK SEATTLE 
BOSTON CINCINNATI, U.S.A. san rrancisco 
CHICAGO LONDON, ENGLAND LOS ANGELES 
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ROTARY VACUUM FILLING MACHINE 


A high speed continuous rotary vacuum filling machine 
has been developed by the Modern Packaging Ma- 
chinery Co. The unit is designed for filling powdered 
products only. The machine illustrated has 20 heads 
and will operate up to 240 cans per minute, it is claimed, 
requiring only one operator. The filler may be built in 
sizes ranging from 40 per minute of four heads to 240 
per minute of 20 or 24 heads, depending on the size of 
the containers and the product. 

The container may be fed on the delivery belt either 
by hand or automatically from the storage bin or can 
making machinery. When the container is delivered 





to its position on the filling dial, it is then automatically 
raised into a shroud and a vacuum drawn around the 
outside of the container as well as the inside in order 
not to distort the container and to take care of any 
leaks which might occur in the seams of the container. 
In this way, it is reported, the air is evacuated from 
the container through a very fine mesh screen, thereby 
pulling the product into the container through an 
opening in the head and the screen keeps the product 
from passing through into the vacuum pump. Con- 
tainers, when filled, are delivered to the discharge belt 
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which, in turn, delivers them to a capper or sealing 
machine without being touched at any time by the 
operator. Weights, it is claimed, are consistent be- 
cause of the method of operating the vacuum which 
automatically keeps the screens clean. 

The machine illustrated uses a total of 3 hp. for 
complete operation and requires a floor space of 44 in. 
by 10 ft. The height, which is governed largely by the 
size containers filled, is from 4!/. ft. to 51/2 ft. Ma- 
chines of smaller capacity will, of course, require less 
space. The machine is equipped with a variabie speed 
drive in order to synchronize with other equipment in 
the line. 


COTTON WADDING UNIT 


Consolidated Packaging Machinery Corp. announces 
the development of a cotton wadding machine, to be 
known as the Consolidated Universal Kottoner. 

The cotton or other fibrous material is fed from a 
container, cut to a predetermined length and inserted 
in the bottle, can, jar or other container, returning the 
properly stuffed container to the conveyor line for 
subsequent operations. The handling of the containers 
from a conveyor through the machine, as well as all 
other operations, are completely automatic and syn- 
chronized so as to work with all related types of equip- 
ment. The wadding is, it is reported, protected from 
exposure to either human contact or contamination 
from the air. 
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“Clever, These Chinese!’ 


The cleverness of our staff of technicians comes not from sleight- 
of-hand, but from a wealth of knowledge and experience gained 
from problems of the same kind as yours. 


When you need information or advice on any matter pertaining 
to adhesives, call in the ‘‘Mikah Boys!” 


Marional ADHESIVES 


DIVISION OF 
Nationa, Starch PRooucTs inc. 


820 GREENWICH ST., NEW YORK—CHICAGO—PHILADELPHIA—BOSTON—SAN FRANCISCO—and All Principal Cities 
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ROTATING DISPLAY 


Gutterson & Co., Inc., New York, N. Y., has developed 
a convenient holder for nails, screws, tacks, condiments, 
spices, etc., known as the Rotokit. A small base, 
equipped with a wooden bar which rotates, holds a num- 
ber of small glass jars, the closures of which are stapled 





to the wooden bar. Thus the jars may be rotated, per- 
mitting easy visibility of each of the products which 
might be contained in the jars. The contents are easily 
accessible and are protected against dust and dirt. 

The unit might well be utilized in retail stores as dis- 
play kits, in factories on the work bench, in the home for 
spices, needles, pins, facial creams, etc. The Rotokit 
illustrated has sixteen jars, but other sizes are available 
if desired. There is also a model which may be screwed 
to the wall. 


CAKE WRAPPING MACHINE 


The Battle Creek Bread Wrapping Machine Co. 
announces a new high speed cake wrapping machine 
to handle practically all types and sizes of cakes at 
speeds of 40 to 65 units per minute. The new machine 
is known as the Model 40-UF and not only is it prepared 
for handling the usual sizes and types of cakes, but 
additionally it will fold and seal the cellophane on the 
bottom of the cake or cardboard or against the ends 
of the cake, depending upon the merchandising aspects 
of the package and its shape. 

It is claimed that the machine can be changed from 
one size package to another in from 10 to 15 minutes’ 
time over a wide range of cake sizes from 3 in. to 13 in. 
long, 2'/, in. to 5'/, in. wide and '/s in. to 4 in. high. 
A number of interesting attachments are available 
on the new machine, including an automatic cardboard 
feeder, an automatic label-affixing device which glues 
the label to the outside of the cellophane sheet, a 
variable speed drive and a code dating attachment. 
Through an electric eye attachment, the machine is 
able to handle printed cellophane paper and register 
the paper around the cake. 

The machine is prepared so that it will automatically 
feed out a cardboard support of appropriate size, 
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date the cardboards through heated dies, feed out a 
strip of cellophane of the correct size (to which may 
be attached either an identifying band or decorative 
labels glued into centralized position), fold the cello- 
phane around the cake and heat-seal it. Only one 
operator is required for feeding the cakes to the ingoing 
conveyor. 


VOLUMETRIC FILLER 


Triangle Package Machinery Co. announces the de- 
velopment of a new machine designed to fill two sepa- 
rate ingredients of different characteristics and volume 
into one container. The machine is a combination of 
two Triangle volumetric fillers, both driven by one 
motor. The machines are synchronized so that dis- 
charges from each filler are simultaneous. Each unit 
has an agitator in the hopper with four-cup measuring 
plates and a common discharge spout. The amount of 
the discharge of each unit can be varied by a simple 
adjustment and adjustments on each unit are inde- 
pendent of each other. 

The filler is very compact—53 in. overall—and can 
be placed on a table. Requiring one operator, it will 
run at a speed up to 50 or more discharges per minute, 
it is claimed. The unit is designed particularly for 
handling two different products of different specific 
gravity as well as items that have a tendency to sepa- 
rate from each other, such as are found in the chemical 
and food fields. 
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.. + WAXING UNIT 


Used by many large producers of wraps and 
bags to enable a combination of printing and 
waxing; or printing, waxing and bag conver- 
sion; into a single operation. 

Furnished complete with drives so that waxer 
may be set back of printing press or between 
printing press and bag machine. 

Produces an excellent sheet, one or both sides 
waxed, with perfect control of wax percentages. 


HUDSON-SHARP 


MACHINE CO*GREEN BAY* WIS 
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DeWITT 


OPERATED 
HOTELS 






REGISTRATION CARD 


Iu Cleveland 
In Columbus 


HOTEL HOLLENDEN 
THE NEIL HOUSE 

In Akron THE MAYFLOWER 

In Corning, N.Y. BARON STEUBEN HOTEL 


In Jamestown, N.Y. THE JAMESTOWN 
and 


THE SAMUELS 


Theo.DeWitt 
President 


R. F. Marsh 
Vice-President 





The hotels that check with every travel standard 











YOUR Idea of a LABELER 


If you were to draw the 
specifications of an ideal 
labeler for your needs we 
believe you’d come very 
close to describing this 
new Model CH WORLD 
Semi-Automatic Labeler. 


It has everything you look 
for in a labeler—simple, 
sturdy design, neat, pre- 
cise, rapid labeling, quick, 
positive adjustment to any 
size and shape of label or 
container, extreme operat- 





ing Convenience amd ac- The Model CH WORLD Semi-Automatic Lab- 
Pear eler for applying labels from postage stamp size 
cessibility, low first COSt, #p 4x 5’... to containers of every size and 
- - F shape from ampoules up to 4’ diameter. An 
operati ng Cost and main- tomatic locking device prevents the label pad 
from receiving a coating of gum in case no label 

is withdrawn from the magazine 


tenance cost. 


Write for new Bulletin CH-7 containing complete infor- 
mation on this new and better WORLD Labeler. 





ECONOMIC MACHINERY CO. 
WORCESTER - - = MASSACHUSETTS. 














BAG MAKING GETS NEW WINGS 
AS ANOTHER CLIPPER IS LAUNCHED 


The Modern Clipper 
Bag Machine 


Smashing Bag-Making econ- 
omy records with a fully auto- 
matic machine. Startling per- 
formance, easy to operate, 
simple, fast, quick change-over 
from size to size. Skilled 
operator not required. 
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SEPARATE MACHINE FOR HANDLING CELLO- 
PHANE - PLIOFILM-Wax Speed 7000 to 14,000 per hr. 


Cuts bag costs in half, makes bags from Makes any sae, ee ony 1" x 4" to 
; : F  * 20". akes flat or gusset bags, 
roll as needed. Pays for itself with saving 14" to 534" gussets. Weight 700 Ibs., 


in a short time. No delays in production. length 60’. Motor 4 h.p. 


Details sent upon request 


Manufactured by 


MODERN CONTAINER CORPORATION 


3519 W. Washington Blvd. Los Angeles, Calif. 
NATIONAL DISTRIBUTOR 


PETER D. BOWLEY & ASSOCIATES 
369 Fifth Str. San Francisco. Calif. 
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NEW SCALE DEVELOPMENT 


The Weigh Right Automatic Scale Co. has announced 
the development of a new type scale known as Model 
CE. This unit has an electrical vibration feeder for 
the packaging of coffees, teas, candies, nuts, chemicals, 
fine or coarse food products, etc., and handles volumes 
from '/, oz. to 4 oz. The machine features, it is re- 
ported, low power cost and accurate control of light 
weights to be packaged in bags or containers. The 
unit operates at speeds up to 40 packages per minute. 
The Model CE is compact in design for easy loading 
and clean'ng and is equipped with the Weigh Right 
high-speed oscillating valve principle. 


CAPPING MACHINE 


The latest model of the VPO capping machine, known 
as Model D, has been introduced by the Crown Cork 
and Seal Co. The new model incorporates several im- 
provements. The jar stabilizers are said to prevent 
jars from upsetting, assuring perfect capping of each 
container. An improved cap shute reduces friction 
and gives positive cap feed. Setting the machine for 
a size cap is made by one adjustment—the turning of 
a knob until the indicator shows the desired size on the 
marked dial. The cap shute is said to be of rugged 
construction and can be readily adjusted, by means of 
flexible shafts, while the machine is. running. The 
machine will accommodate a wide range of jar sizes, 
ranging from 3 in. to 12 in. high and 1 in. to 8 in. in 
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diameter. Only three easy adjustments are claimed 
to be necessary to change from one size cap to another. 
Speed of the capping machine, it is claimed, is limited 
only by the speed of the filling equipment with which 
it is hooked up. 

The VPO is a vacuum-pry-off cap sealing system, 
comprising a special glass finish and a closure that 
seals well on both hot and cold packed products. 





AUTOMATIC BAG MAKING UNIT 


Modern Containers, Inc. is now marketing a new ma- 
chine known as the Modern Clipper Bag Machine. 
The unit is fully automatic and requires only one un- 
skilled operator. Adjustments are claimed to be easy, 
changeovers from size to size being effected in 10 min- 
utes or less. A wide range of bag sizes may be made on 
the Modern Clipper at speeds ranging from 7000 to 
14,000 bags per hour. The machine incorporates a 
mechanical printed register holder and a heat seal con- 
trol. Bag sizes range from 1 in. by 1'/2 in. to 12 in. by 
20 in. The machine makes flat and square bags from 
'/, in. to 5°/; in. gussets. A 1/, hp. motor is required. 
The machine stands 48 in. high, 60 in. overall length and 
30 in. in width. 

















NO MORE WASTE IN CUTTING | 


TO PRINTED REGISTER |LIWELY GHawrel RenEen 


| Universal Application For Case Handling Problems 


sees 


The ALVEY-FERGUSON Co., 600 Disney St., Cincinnati, Ohio 





Because of its simplicity of design, Roller No. 378 is extremely 
lively and capable of speeding up operations wherever case han- 
dling problems are encountered. The construction of the outer 
race provides a self-cleaning feature, proven to be of valuable 
advantage. This roller is made of 1’/s” diameter No. 12 gage 
steel tubing. Self-contained steel ball bearings are pressed into 
the ends of the tubing. Each bearing has ten 1/;” diameter 
hardened steel balls with both the inner and outer races thor- 


DEPENDABLE ACCURACIES IN “SPOT SHEET- | oughly hardened to assure long life. The7/is” diameter through 
ING” ARE NOW ASSURED THROUGH THE steel shaft is locked in the frame to prevent turning. Full in- 


formation regarding this and other Gravity Rollers—or a con- 


NEW BECK veyor scientifically planned to solve your individual problem 
—may be had without any obligation. Write today! 


ALVEY- FERGUSON 


SCIENTIFICALLY PLANNED 








DIFFERENTIAL CUT-REGISTER CONTROL UNIT 
For cutting to register, printed wraps, labels, etc. This unit is to 
be had on Beck Sheeters controlled either by hand or ELECTRIC 


EYE. . | 


CHARLES BECK MACHINE COMPANY, 
13th & Callowhill Sts. Philadelphia, Pa. | 600 DISNEY ST. CINCINNATI, OHIO 
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FORMATION OF A NEW DEPARTMENT, to be 
known as the Sales Promotion and Package Merchan- 
dising Department of the Glass and Closure Division 
of the Armstrong Cork Co., Lancaster, Pa., has been 
announced by J. C. Feagley, general manager of the 





M. S. IREYS S. W. MENEFEE, Jr. 


division. Heading the department will be M. S. Ireys, 
with S. W. Menefee, Jr., as assistant manager. 

Mr. Ireys for the past five years has been connected 
with Armstrong’s advertising department, handling 
glass and closure division national advertising. Mr. 
Menefee joined Armstrong in 1938 following the pur- 
chase by Armstrong of the Whitall-Tatum Glass Co. 
Mr. Menefee was formerly manager of the rubber 
sundries division of the glass and closure division. 


ROBERT GAIR CO., INC., New York, N. Y., has 
installed in its offices a complete laboratory retail 
grocery store, so designed as to follow the accepted 
rules of store planning for modern merchandising con- 
ditions. The shelves and cabinets in the laboratory 
“store” are filled with cartons made by the company 
as well as packages currently being studied and tested. 
Thus the sales strength or weakness of an individual 
carton can be determined on these shelves, for there it 
must face the competition it encounters at the actual 
retail store. Artificial lighting is utilized, as in the 
case of the majority of retail stores. Cartons placed 
on the shelves may be judged from the proper distance 
and under the same conditions under which the carton 
is judged by the consumer in the retail store. 


ALEXANDER ALEXANDER, chairman of the board 
of directors and former president of National Starch 
Products, Inc., New York, N. Y., died January 10 at 
Miami Beach, Fla., of a heart attack at the age of 68. 
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MARK H. CORLEY, president and general manager 
of the Miller Wrapping & Sealing Machine Co., Chi- 
cago, Ill., has announced the association of his brother, 
John P. Corley, with the company in the capacity of 
vice president and assistant general manager. 


WILLIAM L. BATT, president of SKF Industries, 
Inc., has been elected chairman of the board of directors 
of the American Management Assn., according to an 
announcement by Alvin E. Dodd, president of the 
Association. The position to which Mr. Batt was 
elected has been vacant since the death of James O. 
McKinsey, chairman of Marshall Field & Co. 


EQUITABLE PAPER BAG CO., INC., has moved its 
Brooklyn, N. Y., plant to 47-00 Thirty-First Place, 
Long Island City, N. Y. 


ARTHUR R. TINNERHOLM has been appointed 
product engineer at the Fort Wayne, Ind., plant of the 
General Electric Company’s plastics department, it 
has been announced by G. H. Shill, plastics department 
manager. 


FREDERIC SELJE has opened offices at 9533 Bright- 
on Way, Beverly Hills, Calif., for the practice of interior 
design, product styling and package design. Mr. Selje 
was formerly director of interior art and body design of 
the Chrysler Corp. 


ANNOUNCEMENT of a $250,000 addition to the 
plant of W. C. Ritchie & Co., Chicago, IIl., has been 
made by R. H. Ritchie, president of the company. ‘To 
adjoin the present buildings, the new three story struc- 
ture, as shown in the architect’s drawing, will comprise 





80,000 sq. ft. General offices and display room on the 
second floor will occupy approximately 9000 sq. ft. 
and the remainder will largely be used for the manufac- 
ture of set-up paper boxes, fibre cans and transparent 
packages. Ground is to be broken early this month 
and construction completed around June 15. With the 
completion of this addition, a total of 255,000 sq. ft. 
will be occupied by the company’s buildings. 











DISPLAY DESIGN’S FOURTH 
DIMENSION 


(Continued from page 69) 





Look over the photos of these displays. They are 
part of a new art, to be learned and practiced, not a 
series of stock designs to be adapied to some advertisers 
needs. Despite the imposing name it carries lithogra- 
phers and printers have nick-named it. Like the fam- 
ous Cornelius McGillicuddy who got boiled down to 
Connie Mack in baseball, circumplication is called 
“angular scoring” in the trade. But circumplication 
or angular scoring, that peculiar oblique block is put- 
ting more displays each day into the class of the point 
of sale material which really measures up to the fourth 
dimension of display design. 





PHOTOGRAPHY VERSUS DRAWINGS 


(Continued from page 44) 





ground of their label a reproduction of a section of a 
map of the United States. Perhaps the closest border- 
line case is that of the Higgins Photo Sketch outfit, a 
set-up box containing all the instruments and acces- 
sories necessary to permit hobbyists to convert photo- 
graphs into pen sketches. Here the illustration— 
demonstrating the process of utilizing the set—con- 
sists half of photograph and half of drawing. 

Credit: Bonds 17 dog food—Bottle by Owens- 
Illinois Pacific Coast Co., closure by the White Cap 
Co., label by Stecher-Traung Lithograph Corp. Aus- 
tin’s Dog Brek-Fest—Carton by Robert Gair Co., Inc. 
Whistling Tea Kettle—Carton by Hinde & Dauch 
Paper Co. Sloan—Box by Container Corp. of Amer- 
ica. Dic-A-Doo cleaner—Can by Continental Can 
Co., Inc. Nunnally’s Scarlett chocolates—Gold em- 
bossed paper by Hampden Glazed Paper Co., wrap by 
Fine Products Corp., box by Atlanta Box Factory, 
boxboard by Tennessee Paper Mills. Reg’Lar Fellers 
Mixor—Can by Cordiano Can Co. Snow White 
tale—Can by Owens Illinois Can Co. Colgate gift 
box—Container by Scandore Paper Box Co., label by 
Stecher-Traung Lithograph Corp. Wine Shag to- 
bacco—Label by Stecher-Traung Lithograph Corp. 
Sentinel bandages—Container by Owens-Illinois Can 
Co. Antoinette fabrics—Boxboard folder by Robert 
Gair Co., Inc. Venus pencils—Box wrap by Lord 
Baltimore Press. Pepperell sheets—Box by Robertson 
Paper Box Co., Inc. Crosby Square tobacco—Can by 
Owens-Illinois Can Co. 














[———_ Silverstitch assures greater economy and 





IN THE SPOTLIGHT 
OF POPULAR FAVOR 








Look at your packages! Do they have the better appearance, 
the eye appeal that will sell most products easier, faster? Acme 
Colorstitch (stitching wire in all popular colors) provides this 
added sales advantage. It dresses up a carton easily, econom- 
ically—improving its appearance and sales appeal. 


Acme Colorstitch, available in all standard flat stapling wire 
sizes, will not chip or peel—may be used satisfactorily on all car- 
ton stitching equipment. Strong staples that stay tight are as- 
sured for the life of the carton. Acme Colorstitch is furnished 
in one piece, five- and ten-pound coils which speed up produc- 
tion and lower costs. Mail the coupon for a sample Colorstitch 
card—it may suggest ways of improving the appearance of your 
cartons—and your sales. 


AUME Jdilverdtiteh 


A special galvanizing process makes this 
better stitching wire rust-resisting. Acme 


better appearance. Furnished in full-weight, 
continuous length five- and ten-pound coils, 
Silverstitch cuts reloading time 50%. Ac- 
curate temper, width and thickness assure 
more efficient production. Mail the coupon 
for a free sample. 


ACME STEEL CUMPANY 


General Offices: 2843 Archer Ave., Chicago, II. 
Branches and Sales Offices in Principal Cities 








Acme Steel Company 

2843 Archer Ave., Chicago, III. 

[-] Send a FREE 5-Ib. coil of SILVERSTITCH, size...........- 
[_] Send a Colorstitch sample card 
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“BOTTLING FOR PROFIT,” by Morris Victor 
Rosenbloom and A. B. Greenleaf (Published by Ameri- 
can Industries Surveys, New York, N. Y. 192 pages. 
$3.00). This volume provides an authoritative study 
of the production aspects of the liquor industries and 
as such should prove of great value to all those associ- 
ated in any way with the liquor trade and particularly 
for those engaged or intending to engage in bottling 
operations. 

Large sections of the book are based upon articles 
which have previously appeared in liquor industry pub- 
lications and in other trade journals. Other sections 
present information not heretofore available. A list of 
chapter headings provides an adequate idea of the many 
phases of bottling operations covered—in concise and 
clear-cut fashion—in this volume: Buying and Financ- 
ing Whisky, Glass Containers, Bottling and Labeling 
Equipment, Closures and Seals, Labels and Shipping 
Cases, Transporting Whisky, Accounting Controls, 
Comparative Statistics. 

In addition to the wealth of detailed information 
contained in the various chapters, readers within the 
liquor industries will find much valuable information 
concisely presented in an appendix offering data on 
legal and regulatory aspects of the liquor trade and 
facsimiles of application forms for basic permits under 
the Federal Alcohol Administration Act. 


THE GOODYEAR TIRE & RUBBER CO., Akron, 
Ohio, are currently engaged in converting continuous 
ribbons of Pliofilm into threads or cords, these, in turn, 
being woven into some interesting fabrics. Considera- 
tion has been given to providing Tensilized Pliofilm in 
wide ribbon form of extremely light weight. It is re- 
ported that numerous other applications are being in- 
vestigated, probably to be tested first in the gift wrap- 
ping field. 
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“DESIGN BY LIGHT,” by Merle E. Raber and 
Robert M. Wright (Published by J. H. Jansen, Cleve- 
land, Ohio. $4.50). A portfolio of 98 plates illustrates 
a new method of designing particularly appropriate for 
three-dimensional color decoration and patterns in the 
abstract. Designing by light is a definite method of 
translating manufactured articles into designs. The 
plates contained in the portfolio give the key to the 
method used to develop the designs. 

Mr. Jansen for years collected European design port- 
folios and while appreciating the art they contained, 
recognized the fact that no adequate explanation was 
offered as to the processes of developing their three- 
dimensional color effects and abstractions. He decided 
there was a need for such explanation and thus the 
portfolio “Design by Light.” The work should prove 
to be most interesting to all designers. 


“FOLDING PAPER BOXES” is the title of a booklet 
prepared by the United States Department of Com- 
merce in cooperation with a committee representing the 
industry. Work was supervised by P. A. Hayward, 
Chief of the Forest Products Division. Valuable as- 
sistance was given by Willard F. Deveneau. Written 
in non-technical terms, the booklet is a sincere attempt 
to acquaint present and prospective users of folding 
boxes with package design principles, the various box 
styles and the multiplicity of purposes for which these 
packages are being used. It also contains valuable in- 
formation about the materials and manufacturing proc- 
esses of the industry. 

The Pulp and Paper Section, Foresi Products Di- 
vision has often been called upon to answer questions 
concerning the folding paper box and this booklet was 
prepared for the purpose of answering as many as 
possible of these questions. 

The publication is profusely illustrated and a very 
complete treatment is given to the subject of folding 
paper box production, design, construction, printing, 
special treatments and styles. The uses to which fold- 
ing cartons may be employed are likewise included in 
the booklet as is a list of products packaged in folding 
cartons. The economic status of the industry is like- 
wise discussed. A comprehensive reading reference is 
included, each of the references being pertinent to the 
subject of packaging. 


MARTIN ULLMAN, package designer; Miss L. M. 
Geyer, G. C. Murphy Co. buyer and Harry Herman, 
H. L. Green Co. buyer, acting as a judging committee 
of three, met January 9 to make awards in the 7th 
annual ‘5 & 10” Packaging Contest. The competition 
was judged in the offices of the Syndicate Store Mer- 
chandiser, sponsors of the contest for the past seven 
years. Winners of the contest will be announced early 
in February. 

Prize-winning packages and all entries will be on 
exhibit at the 7th annual “5 & 10” Packaging Show, 
February 28, 29 and March 1, at the Hotel Astor, New 
York, N. Y. 
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A WINNER— 
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%* STAR adhesives are so highly concentrated 
that you actually need less of them to gain 
more adhesion. Even diluted, you will find that 
STAR adhesives will be used in smaller quan- 
tities and give better results. 

Quick penetration, instant tack, not too fast 
drying, are standard STAR qualities in a com- 
plete range of adhesives for every purpose. 


* STAR Case Sealing Glue 

* STAR Folding Box Glue 

% STAR Cold Pick-Up Gum | 
% STAR Tin Paste | of customer i speedy aPP 








*% STAR Brightwood Gum KORK-N-* easy openings ne 
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% STAR Bench Paste satisfied! 
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THE CAP WITH 
THE HANDY LEVER 4 


POUR-N-SEAL—a New Cap for Oval Pouring Spouts 
The first really satisfactory cap for sealing 
wand re-sealing oval pouring spouts. Makes-a 
mi Positive seal at all points of the spout, even 


BINGHAM BROTHERS COMPANY 


FOUNDED, 1849 
AN ADHESIVE FOR EVERY NEED 








New York, N. Y. Philadelphia, Pa. at the pouring point. Easy to remove, easy to replace. Ideal 
406 Pearl St. 521 Cherry St. for products that present a pouring problem. Full infor- 
Rochester, N. Y. Baltimore, Md. mation, samples and prices are available. re 
980 Hudson:Ave, 131 Colvin St. ' “When It's Easy to Pour..... It’s Easy to Sell” 
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When the Right Man and...... 
the Right Firm Get Together .... 
the Result .... a Stimulating 
Successful Combination. 


~x~ * * 


The Man is available, the company is being sought; it 
must be well established and responsible in every way; it 
should be manufacturing a high grade line of reuse and 
utility merchandising packages. 


x * * 


To such a concern this man can bring the ripened experi- 
ence and the intuitive touch that only years of successful 
contact and acquaintance with largest package users in the 
nation can supply. 


x * * 


This executive is completely capable of handling the 
design, production, development and sales problems of any 
package manufacture. 


7+ =? @& 


An interview will convince of the modesty of these state- 
ments. 


~x~ * * 


Address, Box 10X. MODERN PACKAGING 
122 E. 42nd St. ~ New York City 








An ultra modern hotel in the heart 
_of Chicago with comforts and serv- 
ices offering you the ultimate in 


excellent living. 


“Known the world 
over for good food” 


WX 








HOTEL CHICAGO 


RANDOLPH AND LA SALLE 
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“GADGETS” THAT MAKE SALES 


(Continued from page 56) 





Another novel package design is embodied in the 
Hi-Gloss Handi Waxer, a waxing mop to which is at- 
tached an inverted can of the waxing fluid. By use 
of an extended wire rod which runs up the handle 
of the mop, the housewife is able to control a spray of 
fluid, causing the wax to drop onto the floor adjacent 
to the mop, in desired quantities, from time to time. 

It will be noted that both packages are designed pri- 
marily from the viewpoint of the convenience of the 
user. Both make possible major improvements on 
previously existing household “gadgets” and thus 
serve to channel sales toward the products to which 
the packages are attached. While these are by no 
means isolated instances, they do represent a field 
of package design and package planning in which all 
too little work has been done and in which much op- 
portunity still exists—and will exist for many years— 
for the inventive manufacturer or designer. Par- 
ticularly in the field of household appliances, much 
room for improvement remains and the manufacturer 
who can hitch such an improvement to his package 
automatically assures himself of a special non-com- 
petitive advantage over those who leave it to the house- 
wife to work out, as best she may, the solution to her 
own problems. 

Credit: Singer Manufacturing Co. skirt marker, 
printed transparent containers by Hygienic Tube & 
Container Corp. S. Lowe & Sons Co. Hi-Gloss Handi 
Waxer, can by Continental Can Co., Inc. 


FREDERICK B. HEITKAMP, vice president of 
American Type Founders Corp., Elizabeth, N. J., has 
announced the establishment of a rubber plate depart- 
ment to cooperate with the ATF sales force and the 
printing trade in the development of the rubber plate 
technique. The new department is to be headed by 
Fred A. Hacker. 


CARBIDE AND CARBON CHEMICALS CORP., 
New York, N. Y., has published a new price schedule 
for its Vinylite resins. The folder describes the various 
materials, gives their grade, form, specific gravity and 
lists the new price per pound per single shipment. 
Similar data is presented for adhesive solutions. 


FREDERICK MURRAY BREEN and Robert Oli- 
fiers, industrial designers, have formed a partnership 
under the firm name of Breen & Olifiers, with offices 
located at 6 East 45th Street, New York, N. Y. 


W. W. HALLE, president of the Seeley Tube and Box 
Co., Newark, N. J., died January 15 at the age of 48. 

















FOR 
Modern 


Packaging 





















In any shade of any color— 
lustrous, lasting plastic mold- 
ed containers, display mer- 
chandising stands, dispensers 
and gift boxes. Molded plas- 
tics will sell your product. 


Our merchandising and 
design departments are at 
your service to help you 





create new merchandising 
ideas. 


CHICAGO MoupED PRODUCTS CORP. 


1042 N. KOLMAR AVE. - . CHICAGO, ILLINOIS 




















Florida can offer—in climate; | : 
sports and social diversions—golf ° 
on its two famous 18 hole courses, 
tennis, trap and skeet shooting, 
saddle horses, salt water pool and 
sea bathing, dancing, fishing and 
boating... moving picture theatre 
and smart New York shops... 
excellent cuisine and service. 








Information or Reservations at— 


The Gotham The Drake The Blackstone 


NEW YORK CITY 


The Peers Tefom re 


EVANSTON, ILL. ANGELES 


A. S. Kirkeby, Seaiaataa Director 


AMERICAN PLAN...$9.50 per day and up 
. EUROPEAN PLAN...$6.00 per day and up 






BELLEAIR 


Belleview Biltmore ion 
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BRESKIN PUBLISHING CORPORATION 
CHANIN BUILDING ¢122 E,42nd St., New York, N.Y. 





TWO FAIR 
QUESTIONS 


pd a special UPACO 
ADHESIVE FORMULA 


WILL IT COST MORE? ... 


No! Upaco adhesives, whether standard formulae or 
specials developed to meet your specialized needs by 
Upaco Research Laboratories, are sold on the same com- 
petitive basis or a fair price for the finest quality. 


WILL IT SAVE MONEY?... 


Nineteen times out of twenty... in our experience... 
a changeover to a Upaco Special Formula has meant fast 
production and a reduction in spoilage. 


UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 


LACQUER 
VARNISH and GUM 


Labels 
Wraps 
Posters 
Displays 


and other printed matter 


Boxmakers, printers, as well as pack- 
age users come to Lowery and 
Schwartz for a superior paper coating 
service. Lowery and Schwartz have 
the efficient, specialized machinery, 
the long experience, and the skill 
that assures high quality, prompt de- 
livery and low cost. 


LOWERY .obtWARTZ 
20 Van Dam St., New York City 


t 
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THE AMERICAN MANAGEMENT ASSOCIATION 
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The Florida tangerine season is 
just a few weeks long, and, to 
show profit, there must be a quick 
turnover, from the time the first 
tangerine is picked until the last 
one finds itself in the home of 
Mrs. Housewife. This year, to pro- 
mote rapid-fire sales of this per- 
ishable fruit, the Florida Citrus 
Commission, in collaboration with 
Arthur Kudner, Inc., designed a 
special counter display of rigid, 
transparent VUEPAK. 

VuePAK, adaptable to practically 
every packaging requirement, was 
right at home in its new job as 
tangerine salesman for grocers. 
First, because of its crystal-clear 
transparency, the golden, orange 
color of the fruit had eye-appeal 
for every shopper. And then, its 
rigidity assured a durable package 
that stood up under the most 
severe handling conditions. The in- 
evitable result—grocers who used 
the display are reporting heavy in- 
creases in tangerine sales. 

If VuEPAK can help sell a pro- 
duct like tangerines, where mass 


Everybody 


ee 






joves 


TANGERINES 


-and theyre 


for everybocy 





sales are essential to profits, the 
odds are that it can help your pro- 
duct sell itself. Available in any 
practical weight or size, VUEPAK 
allows the buyer to see your pro- 
duct at its best. For further facts 





Tangerine Display made by See-Thru Container Company, New York 


on VUEPAK, write to: MONSANTO 
CHEMICAL COMPANY, Plastics Di- 
vision, Springfield, Massachusetts. 
District Offices: New York, Chicago, 
Detroit, St. Louis, Birmingham, San 
Francisco, Los Angeles, Montreal. 








MONSANTO PLASTICS 


SERVING 


INDUSTRY...WHICH SERVES MANKIND 
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IT the head to the hat—some people buy car- 
tons like that. Intent on cutting costs they turn 
to stock cartons and stock designs, fitting their 
products as best they can to them. But the con- 
sumer isn’t fooled, he can spot stock packages 
miles away—he has seen the same designs, the 
same color combinations, again and again. His 
suspicions are aroused as to the quality and in- 


tegrity of products packaged in cartons whose 


Some people buy Cartons like a Hat 





only new feature is the trade and product name. 

We believe that a carton should reflect the per- 
sonality of the product it protects. Cartons, like 
individuals, if void of personality. make mighty 
poor salesmen. Because cartons are important and 
costly salesmen. we employ only specialists in 
every phase of their production. We make no stock 
items. We're busy making cartons that pack the 


maximum in sales appeal. 


MICHIGAN CARTON CO. Barrie creek, MICH. 
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